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ANA Unit Likely 
to Suggest Cuts 


in Radio Rates 


AM-TV Committee Said 
to Think Nets Will Do 
Well to Cut Rates Soon 


By MAuRINE CHRISTOPHER 
New York, July 7—If a half- 
hour of choice network radio time 
cost an advertiser approximately 
$600,000 annually before Milton 
Berle and the cathode ray tube 
teamed up, is it still worth that 

much today when TV is attracting 
j}a sizable share of the broadcast 
" audience in major cities? 
What is the relationship between 
) radio and video as advertising me- 
dia? 

What is their relative selling 
potential on the basis of costs? 

These questions are all a part 
of the general broadcasting prob- 
lem, which is sure to come up in 
almost any conversation in ad- 
vertising circles these days. And 
they represent the quandary the 
radio and TV steering committee 
of the Association of National Ad- 
} vertisers has been carefully weigh- 
} ing in closed session for more than 
two years. 

The group’s analysis of broad- 

cast media in the transition stage 
ive been a careful, painstaking 


ede. 


ASTERISK—The blown-up asterisk com- 
mands attention in this magazine copy 
for Stanley Kramer Productions’ “The 
Men,” a story of paraplegics. Newspapers 
and spot radio are also used after the 
picture opens. Buchanan & Co. is the 
agency. The copy is strongly reminiscent 
of Kramer's earlier efforts for “Cham- 
pion’ and “Home of the Brave.” 


one. Brief, sporadic reports to the 
press have been couched in gen- 
eral terms, with no hints of the 
direction the study is taking. 


a The first concrete summation 
of the committee’s findings now 
is under preparation at the ANA 
office. This presentation will give 
the sponsors’ point of view on how 
the pattern of radio rates should 
be affected by television. 

The committee’s thinking is said 

(Continued on Page 4) 


Some Will, Some Won’t 
Carry Unpaid Editorial 
Pages with Ad Sections 


CaMDEN, N. J., July 6—RCA 
Victor’s latest line of TV sets will 
| get an unprecedented introduction 
| to the public on Sunday, July 16, 
when 39 newspapers will publish 
16-page or 12-page tabloid-size 
sections boosting 18 new models 

which feature “larger screens and 
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39 Newspapers to Carry Big Inserts 
‘July 16 on New RCA Victor TV Sets 


lower prices than ever before in 
RCA Victor history.” 

The new Million Proof TV line, 
as it’s called, will go on display 
in dealer stores on July 17. 

Several million reprints of the 
RCA newspaper supplement are 
expected to be distributed in retail 
stores, where they will serve as 
catalogs. Total circulation of the 
special newspaper sections and the 
reprints is expected by RCA of- 
ficials to reach about 15,000,000. 
They would offer no estimate of the 
cost of the mammoth advertising 
and promotion campaign. 


# RCA spokesmen said the 16- 
page supplements generally will 
contain 12 pages of advertising 
matter and four pages of “editor- 
ial matter of general interest.” 
The 12-page special sections will 
contain three pages of editorial 
matter. 

One official said RCA was pay- 
ing only for the advertising space 
used in the supplements and that 
it had submitted editorial matter 
to the individual papers “which 
they may use, or not, as they see 
fit.” He said the newspapers might 
substitute their own editorial mat- 
ter. 

“We are not trying to hijack 
space,” he added. “We hope they 
will use our material, but they 


77|may do as they wish.” 

The spokesman said “some of 
the bigger papers,” including the 
Chicago Herald-American and the 

(Continued on Page 72) 


New Accounts 
Added by Dowd's 
Larger Agency 


No Staff Cuts Now for 
Merged Group; Dowd 
Was Radio Early Bird 


By JOHN CRICHTON 

New York, July 7—The new 
agency combination of Dowd, Red- 
field & Johnstone (AA, July 3) 
last week flashed the most en- 
couraging sign in the agency busi- 
ness—new accounts. 

In the fold were the Princess 
Hotel of Bermuda, and Pepsinic 
Seltzer, Worcester, Mass., on which 
testing will begin in late summer. 
Also set to roll are test campaigns 
on two products of Plough Inc., 
Memphis proprietary maker. 

The agency hopes to occupy its 
new quarters at 501 Madison Ave. 
(formerly tenanted by the Biow 
radio department) by July 17. In 
the meantime, there will be no 
staff cuts—although by combining 

(Continued on Page 71) 


Meister Brau Gives 
Milwaukee a Shock 


MILWAUKEE, July 6—Milwau- 
keeans, most of whom regard their 
city as the beer capital of the uni- 
verse, rubbed their startled eyes 
one day last week when they read 
a Meister Brau advertisement in 
the Milwaukee Journal. 

The outrageous ad was head- 
lined: “Nowhere on earth can bet- 
ter beer be brewed than in Chi- 
cago.” 

Meister Brau is the product of 
the Peter Hand Brewery Co., Chi- 
cago. 

The agency is the Chicago office 
of Batten, Barton, Durstine & Os- 
born. 


July 10, 1950 

Volume 21 . Number 28 

15 Cents a Copy +» $3 a Year 
CHICAGO 11 °* Published Weekly at 
200 E. Illinois St. * DE. 7-1336 


NEW YORK 17 
1l E. Forty-Seventh St. * MU 8-0073 


BofA Reports 1949 
Newspaper Ad Volume 


Korean Crisis 
Creates Quandary 
for Business 


WASHINGTON, July 6—What’s 
ahead for business? No one—not 
President Truman himself—knows 
the answer. But one thing seems 
certain: The fellow in charge of 
getting things made is in for some 
sleepless nights. 

If the world crisis deepens, he’ll 
probably find himself working 
under.some form of government 
control. 

And if it stays as it is, he’ll find 
himself fighting an inflationary 
cost spiral. 

The crucial fact about the U. S. 
economy this week seems to be 
that it’s just a bit too “tight” for 
a normal, free economy. And it’s 
not quite “tight” enough to justify 
government intervention. 


ws The future, of course, depends 
on the steps that will be required 
to carry out the nation’s new policy 
of “containing” communism wher- 
ever it rears its head. There’s no 
denying that inflation is a more 
serious danger today than at any 
other time since Pearl Harbor. 

In general, consumer buying has 
been sober, though there are iso- 
lated examples of runs on auto- 
mobiles, tires, sugar and a few 
other items. 

The big danger is in the com- 
modity markets, as “smart money” 
sees an opportunity to get into 
something “certain” to pay off in 
the long run. 

The Korean affair finds the U. S. 

(Continued on Page 71) 


Last Minute News Flashes 


Drey Warns Against Change in Postal Rates 

CAMBRIDGE, Mass., July 7—Walter Drey, president of Walter Drey 
Inc., mailing list consultant, will warn the American Alumni Council 
conference in a speech prepared for delivery here Monday—on behalf 
of users of third class mail—that “any change in the present postal 
rate structure could create economic and social disturbance.” Mr. Drey, 
chairman of the joint committee of the third class mail users and Na- 
tional Council of Mailing List Brokers, will ask the council’s support in 
maintaining present rate structures. 


NBC Names Wallace Radio Advertising Director 


New York, July 7—George W. Wallace, formerly manager of radio 
sales planning and research, has been named director of AM adver- 
tising and promotion at NBC. He fills the vacancy created by the 
death of Charles P. Hammond, v. p. for advertising and promotion (see 
story on Page 77). Mr. Wallace joined NBC as a page in 1940 and has 
been an executive in sales promotion since the war. 


Berkshire Combed Cotton Fabrics to JWT 


PROVIDENCE, R. I., July 7—Berkshire Fine Spinning Associates has 
named J. Walter Thompson Co., New York, to handle advertising of 
combed cotton fabrics. Marcel Schulhoff & Co. previously serviced 


the account. 


Animal Foundation to Moser & Cotins 

SHERBURNE, N. Y., July 7—Animal Foundation has selected Moser & 
Cotins, Utica, N. Y., to handle advertising and merchandising of Hunt 
Club dog: food and animal diets. Comstock Duffes & Co. last serviced 


the account. 


(Additional News Flashes on Page 75) 


1,237 Nat'l Advertisers’ 
Newspaper Expenditures 
Listed in Annual Book 


New York, July 5—National ad- 
vertisers invested $445,015,000 in 
newspapers last year, making 
newspapers the No. 1 medium with 
34% of the national advertising 
dollar. 

The figure was reported yester- 
day by the Bureau of Advertising, 
American Newspaper Publishers 
Assn., in its book, “Expenditures 
of National Advertisers in News- 
papers, 1949.” 

The “unprecedented” total, says 
the bureau, is $4,000,000 more than 
advertisers invested in all general 
and farm magazines together, and 
more than twice as much as the 


Complete expenditure 
figures for all 
advertisers investing 
$25,000 or more 
in newspapers in 1949 
. appear in this issue, 
beginning on Page 63. 


— 


four national radio networks ob- 
tained. The $445,015,000 figure 
compares with $389,621,000 in 
newspapers in 1948 and $169,000,- 
000 in 1939. 

The bureau points out that the 
positions of newspapers and mag- 
azines were almost exactly re- 
versed since 1948: Where news- 
papers in 1948 obtained 30.7% of 
the national advertising dollar and 
magazines had 34%, the newspa- 
pers’ share in 1949 was 34% and 
magazines had 31.4%. This was 
close to the shares the two media 
had in 1939. 


a The report is based on actual 
linage reports from 984 daily and 
365 Sunday papers in 727 cities 
and towns of 10,000 and more pop- 
ulation, and national advertisers’ 
investments in The American 
Weekly, Metropolitan Group, Pa- 
rade, This Week Magazine and 
other publications distributed with 
newspapers. 

Media Records Inc. compiled the 
dollar figures for the BofA from 
its own measurements of linages 
of 218 newspapers in 104 cities, 
and from reports submitted to the 
bureau by 666 other papers. These 
represent about 95.3% of all na- 
tional ads in newspapers; exten- 
sions were made to get the total 
dollar volume. 

The bureau’s new book covers 
expenditures of $25,000 or more in 
newspapers by each of 1,237 ad- 
vertisers for 2,871 products or 
services last year. The 1948 report 
listed 1,102 advertisers and 2,586 
products or services. 


(Continued on Page 63) 
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Telecasters Get 
Helpful Hints 
in BAB Manual 


Wealth of Practical 
Shortcuts Is Suggested 
for Production Problems 


New York, July 6—Washing ma- 
chines, ironers, stoves and refrig- 
erators photograph best on tele- 
vision when coated with a canary 
yellow mixture of clear shellac 


PHOTO-REPORTING 


PARK PLACE, 


colored with dry yellow pigment. 

Automobiles usually televise 
well when shot from a little below 
eye level. Avoid wide shots, which 
make a car look stubby, and shots 
from straight ahead, except for 
close-ups of particular features 
such as headlights. 

A “permanent loaf of bread” for 
video use can be made from a 
block of wood covered with photo- 
static copies of the wrapper. 

These are typical of the prac- 
tical, experience-tested suggestions 
offered to producers in Broad- 
cast Advertising Bureau’s televi- 
sion advertising manual. While 
heavy emphasis is placed on such 
basic problems as making the 
sponsor’s product look real on the 
video screen, varied selling ap- 
proaches suitable to the medium 
also are included. 


s The production aids, which 
henceforth will be a continuing 
service of the bureau, were based 
on material furnished by Richard 
L. Linkroum, CBS-TV director, 
and Joan A. Demott, director of 


special effects for the network. 
Charles A. Batson, assistant di- 
rector of BAB who has since been 
named television director for Na- 
tional Association of Broadcasters, 
edited the manual. 

The production pointers are 
categorized according to product 
type. The advice: 

APPLIANCE DEALERS: To empha- 
size store identification, make a 
photo mural of the front of the 
store to use as a background for 
the commercials. If you feel at 
home on TV, why not participate 
in the commercials yourself? 

Beer: “A pinch of bicarbonate of 
soda dropped in a glass of beer 
helps produce an appetizing pic- 
ture.” A couple of swirls will 
whiten the froth. 


@ Darry Propucts: Milk and 
cream in their natural state look 
much the same on TV. To show the 
heavy layer of cream at the top 
of the bottle, pour it off the milk, 
mix in a pinch of tumeric (a 
spice) and pour back in the bottle. 
This intensifies the yellow color 
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BOOKS WILL 


HELP YOU PLAN 


GREATER MIDWEST SALES 


IN THE RICH, FARM and RURAL TOWN MARKET 
COVERED BY CAPPER’S WEEKLY! 


You will want to read carefully both of these highly valuable reports which 


compose the first two in the continuing series of studies. . . 


. “Facts About Cap- 


per’s Weekly Families.” In these books, you will find facts not fancies, that 
will assist you in evaluating the tremendous importance of the rich Midwest 
Farm and Rural Town market; which can he reached profitably and at low 
cost through Capper’s Weekly. Highly pertinent and significant facts are re- 
vealed in these studies as to living standards, buying power and scores of other 
helpful data. Send for your free copies now! 
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of the cream. 

If butter pales under the lights, 
add some of the coloring which 
is sold for oleomargarine. 

FLowers: Flowers will appear 
dewy and fresh if sprayed thor- 
oughly with water containing a 
few drops of ink just before going 
on the air. 

FurNITuRE: To avoid reflections 
from mirrors, glass and shiny met- 
als, spray with a mixture of epsom 
salts and stale beer—two table- 
spoons of salts in two cups of beer. 

To demonstrate a lamp, use a 
15-watt, frosted bulb; rugs in 
closeup should be cross-lit. 

Groceries: Weak coffee as a 
rule photographs best; dry ice, 
which is also used to produce 
oceans of suds in hot water, is 
the best means of keeping coffee 
or tea steaming during the com- 
mercial. 

If oranges and grapefruit are to 
be displayed side by side, the or- 
anges must be made up for greater 
contrast. Dissolve about a quarter 
of a teaspoonful of lipstick in melt- 
ed wax, then rub the darkened 
wax on the oranges. 

JEWELRY: Jewelry photographs 
to advantage when shown in use. 
A light gray background is best 
for colored stones; black, for dia- 
monds, As a general rule, white 
backgrounds should not be used. 


@ Paper Propucts: “Mix a few 
drops of argyrol or iodine into 
some ordinary rubbing alcohol. 
Pour a tablespoonful of this solu- 
tion onto a hard, light surface, 
such as the top of a metal kitchen 
table or sink. The added color will 
help viewers see how quickly pa- 
per towels, tissues, etc., absorb 
the liquid.” 

REAL Estate: Stations are ad- 
vised to take a cue from news- 
papers and try to interest real 
estate companies in joint sponsor- 
ship of a program, perhaps a Sun- 
day morning offering, “when pros- 
pective customers are in that re- 
ceptive mood just before going 
out riding.” 

SHoges: “A camera lens placed 
at a level just slightly above the 
sole of the shoe is advantageously 
located as a general rule.” Effec- 
tive commercials can be built 
around displays on revolving turn- 
tables, if live models are beyond 
the budget. 


SILVERWARE: Looks ‘best when 
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displayed in a canopy of white ¢ 
beige pongee and lighted fron 
the outside with strong incandes- 
cent light. 


es Uti.ities: As a public relation 
project, the manual suggests the 
company send a cameraman along 
with an emergency crew to cover 
the repair story for a commercial, 

Wines: Red wines show to ad- 
vantage when lighted from close 
behind with frosted incandescent 
light; white wines require a frosted 
incandescent spot from above and 
off to one side. 

Among the most fascinating 
hints filed under “general ef- 
fects”: 


To contrive collapsible furni-} 


ture, saw through legs, back, posts, 
etc., on a diagonal line. Then drill 
a hole through each section big 
enough to hold a toothpick. The 
toothpick will hold the chair or 
table up until extra pressure is 
exerted to cause it to fall. 

A toy gun—a .45 caliber re- 
volver model, known as the Roy 
Rogers Smoker—is recommended 
for gunshots. (“Blanks are dan- 
gerous because of flying residue 
and flash burns.”) “The guns come 
equipped with a small package of 
milk of magnesia powder with 
all instructions for loading. When 
more smoke is desired, add com- 
mon corn starch.” 


Alport Agency Changes Name 

Alport & Associates, Portland, 
Ore., has changed its name to Al- 
port & O’Rourke Advertising Agen- 
cy. John J. O’Rourke is manager 
of the San Francisco office of the 
agency. 


Diamond Match Names B&B 


Diamond Match Co., New York, 
has appointed Benton & Bowles, 
New York, to handle advertising 
for all Diamond products. Mc- 
Cann-Erickson formerly serviced 
the account. 


Foote Bros. Names Johnson 


Foote Bros. Gear & Machine 
Corp., Chicago, has named R. W. 
Johnson, formerly general sales 
manager of Whitney Chain Co., as 
director of sales of its industrial 
gear division. 


WKZO.-TV Joins DuMont 


WKZO-TV, Kalamazoo, has af- 
filiated with the DuMont Televi- 
sion Network. 


* According to latest sales figures. . . 


Almost everything 


sells better in the 


Growing Greensboro Market 


EXCEPTION: 

Fulton's Fringed Surries 

BUT YOU CAN SELL auto- 

mobiles and a lot of other 
roducts in the rich Greens- 
oro 12-County ABC Retail 
Trading Zone in the heart of 
North Carolina, leading 
southeastern state. Buying 


ower in 1949 was nearly 
3600 million! 


EXCEPTION: 


Simpson's Samovars 


BUT YOU CAN SELL plen- 
ty of other home furnishings 
to Greensboro Market fami- 
lies! 1949 retail sales nearly 
$400 million, represented 
1/5 the state’s total. Are 
you tapping this concentrat- 
ed market with our 69.98% 
family coverage! 


*Sales Management Figures 


Greensboro 


News and Record 


GREENSBORO, NORTH CAROLINA y, 
Represented by Jann & Kelley, Inc. 
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Here's how pictures can tell a sales story—with very few 
words. This colorful, die-cut display attracts the shopper's 
eye unmistakably to the product's features. Interesting shape 
and dimension are achieved with simple design and set-up. 
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=. ctlauenpte bones pam 


. a rd 


\ 


Unusual use of a point-of-sale banner is this hard-selling 
display for Pepsi Cola. It's lithographed in three colors on 
strong, weatherproof KANVET—a tough fiber good for a 
long life indoors or out. KANVET prints or lithographs beauti- 
fully, can be die-cut, is ideal for all kinds of banners, 


tising pennants, streamers. 


A MYSTIK Can Holder 
Plaque turns an actual 
product into a striking 
point-of-sale display. 
Famous “self-stik” MYS- 
TIK gets the display up 
easily, holds it in place on 
wall, counter, or pillar. An 
ingenious metal clip holds 
the can securely. A color- 
ful, dimensional display at 
low cost. 


7 VJEHLEBACH 
PABST , Smug 

ss [LIT BLATZ 

ae “SS GRIESEDIECK BROS. 


$ 


alf- polishing J 


| i This display commands point-of-sale space for its usefulness. 

The basic piece is cardboard with a lithographed border in 
simulated wood design. The various brand names, printed on 
“self-stik” MYSTIK, are removable and changeable. Prices 


4 are applied with numerals on “self-stik” MYSTIK and can be 
4 changed in moments, 

i 

; 


produce them, distribute them. Call in your local representative of Chicago Show Printing Company or 
wire our home office. CSP will go to work for you today. Write for our point-of-sale idea book now. 
Chicago Show Printing Co., 2640 N. Kildare, Chicago 39 and 1775 Broadway, N. Y. Offices in Philadel- 
phia, Detroit, Kansas City, Minneapolis, Atlanta, Los Angeles, San Francisco and other principal cities. 


i Does your product need a NEW idea for point-of-sale advertising? Ideas are our business! We create them, 
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JWT Signs NBC-TV for Norge 
J. Walter Thompson Co. has pur- 
chased time on NBC-TV for a new 
TV show starting Sunday, Sept. 10 
at 10:30 p.m., for the Norge divi- 
sion of Borg-Warner Corp., De- 
troit. What show will be carried 
rw not been decided, JWT told 


ADVERTISING 


PLANS &COPY 


113 WEST 57% STREET 
NEW YORK I 


PL7-6616 


Fleming-Hall Opens 
Consumer Campaign 
for Sano Cigarets 


New York, July 7—Fleming- 
Hall Tobacco Co. has launched the 
first consumer advertising cam- 
paign in the past two years for 
Sano cigarets, with copy scheduled 
to run in 60 newspapers across 
the country during the summer 
months. 

Sano copy previously has been 
in business publications and medi- 
cal journals. The company reports 
that sales results during the first 
six months of this year have called 
for increased advertising expendi- 
ture to bring the “Sano story” to 
the public during the summer 
months. 


ws The campaign will be based on 
a “Smoke without Fear” theme 
and will embrace medical and 
business publications, spot radio 
and point of sale material for deal- 
ers. Newspaper copy emphasizes 


Sano’s low nicotine content and ex- 
plains processes used in the man- 
ufacture of Sanos. The campaign 
will run through Sept. 15. 

Fleming-Hall will sponsor the 
Peter Grant news broadcast over 
WLW, Cincinnati, to reach a seven- 
state area. Spot announcements 
will be used for three other sta- 
tions in the Midwest during the 
campaign. 

Raymond Spector Co, New 
York, is handling advertising for 
Sano. 


Stolper Appoints Two 


H. C, Chapman, sales manager 
of Stolper Steel Products Co., Mil- 
waukee, has been given the added 
duties of treasurer. Arthur A. Lad- 
wig, factory manager, has been 
named \ice-president in charge of 
manufacturing. 


McKim to Direct Campaign 

McKim Advertising, Toronto, 
will direct full-page advertising 
for Pepto-Bismol, product of Nor- 
wich Pharmacal Co., Toronto, in 
Canadian newspapers during the 
summer and fall. 


ANA Unit Likely 
to Suggest Cuts 
in Radio Rates 


(Continued from Page 1) 
to be shaping up along these lines: 

In the long run, network radio 
will save money by cutting rates 
now. If a pattern is set today for 
reductions only in cities affected, 
this will enable radio to maintain 
its price line outside TV areas. 

But if a decline in business forces 
general network rate reductions 
now, it may be the start of a down- 
ward spiral, since further revisions 
will be expected as television in- 
creases its coverage of the coun- 
try. 

Some advertisers believe net- 
work radio can’t be worth as much 
today as it was in 1947-48. By the 
most conservative estimates, there 
are more than 20 cities in which 


If you are a manufacturer of plumb- 
ing, heating, air conditioning and 
allied products or appliances you 
can depend upon the Domestic En- 
gineering Dealer for your represen- 
tation and distribution. He is a lead- 
er in his community, is merchandis- 
ing-minded, maintains showrooms 
and keeps in close contact with his 
prospective customers. He depends 
upon DOMESTIC ENGINEERING 
for his ideas and assistance to hold 
his position of leadership. Research 
proves that he is the man who estab- 
lishes trends and is closely followed 
by his nearby competing dealers. 


This is the man that DOMESTIC | 


ENGINEERING is specifically de- 
signed and dedicated to serve. The 
prime function of this publication 


How DOMESTIC ENGINEERING Can Help You . . 


is to provide the type of editorial 
service he requires most... and can- 
not secure satisfactorily elsewhere 
. + in his ceaseless and productive 
efforts to hold the leadership in his 
community, 


The soundness of its editorial pro- 
grams by which the entire industry 
has benefited year after year is dem- 
onstrated in the confidence which 
DOMESTIC ENGINEERING has 
constantly inspired in the mind of 
the Domestic Engineering Dealer. 
He recognizes this as his own publi- 
cation, created for him, edited for 
him and devoted to the furtherance 
of his own particular interests. That 
is why, when your product story ap- 
pears in the advertising pages of 
DOMESTIC ENGINEERING, | its 


acceptance is assured. 


. This organization is at the 


disposal of every manufacturer who uses advertising space in either DOMESTIC 


Agune LINN 


ie Igo! PRAIRIE “AVENUE, CHICAGO 16 


ENGINEERING or DOMESTIC ENGINEERING CATALOG DIRECTORY. We 
are prepared to assist you in virtually all phases of your marketing problems. 
These include Catalog Preparation and Reprinting, Manufacturers’ Representative 
Service, Marketing and Research assistance, List Rental and Mailing Services and 
many other functions that are equally vital to complete and effective product mer- 
chandising. If you are not entirely familiar with these publications or these essential 
services, Consult Your Advertising Agency or write direct for detailed information. 


13 Awards for Editorial Achievement—In competition with hundreds of 


1 UL 


Institutions Magazine 


business papers DOMESTIC ENGINEERING continues each year to win 
these high awards for Editorial Excellence. 
coveted honors have been bestowed on DOMESTIC ENGINEERING. 


13 times in the past 11 years these 


UTIL 


pemecita Gagindering » i al 


Institutions Catalog Directory 
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listening in the peak hours (6 tg 
1l p.m.) is off 22%, it is pointed 
out. 


ws If the usual ANA procedure is 
followed, the presentation, which 
is based on published research fig. 
ures for AM and TV, will be for. 
warded to members who sponsor 
radio and video shows, after its 
approval by the committee. Later 
it may be shown at informal ses- 
sions with the networks. 

Although advertisers consider 
the specific method of adjusting 
radio costs to be the broadcasters 
problem, the consensus is that re- 
ductions should be in proportion to 
the cut television has taken out of 
radio’s circulation. To be enfirely 
fair to radio stations, the differ- 
ence in the area covered by a high- 
power radio station, such ag 
WBAL, Baltimore, and its TV sis- 
ter station, should be taken into 
consideration when making these 
calculations, it is felt. 

(This is in line with the general 
formula advanced last spring by 
L. E. Waddington, radio-TV direc- 
tor of Miles Laboratories, in a 
speech before the National Tele- 
vision Conference. He called for 
a rate reduction in boom television 
cities, the percentage to be based 
on the deflection of radio’s audi- 
ence to television.) 


@ Some advertisers recently have 
complained that networks are 
quite ready to offer concessions on 
talent costs, but they refuse to 
give an inch on formalized rate 
reductions. 

Last spring during an off-the- 
record session at the ANA’s meet- 
ing, advertisers, in an unusually 
frank mood, evidenced their grow- 
ing concern over the high costs of 
reaching radio and TV audiences 
in major markets. 

Representing broadcasters in the 
candid exchange were Frank Stan- 
ton, CBS president, and Niles 
Trammell, NBC board chairman, 
who built their case on the or 
tion that network radio, which has 
had no general rate increases since 
1939, is delivering more listeners 
today than it did before TV came 
storming on the scene. This, they 
agreed, indicates that no rate re- 
ductions will be in order in the 
immediate future. 


s This inalterable stance of the 
broadcasters is one of the factors 
that has been disturbing to some 
advertisers. They see themselves 
as willing to discuss the problem 
in realistic terms. If radio can show 
that by cutting rates now, adver- 
tisers will be deprived of a very 
effective medium, that is one thing. 
But the network’s repeated de-> 
fense—radio rates aren’t too high, 
they should be higher—doesn’t 
seem to them to get to the real 
heart of the matter. ' 

In at least two major markets 
there have been rate revisions di- 
rectly attributable to television. 

First official sign of the weaken-_ 
ing of the network line against 
the advertising demands came this 
week when Joseph McConnell, Na- 
tional Broadcasting Co. president, 
told South Carolina Broadcasters 
Assn. that “although radio pro- 
vides great advertising values, the 
time will inevitably come when 
radio rates must be reappraised 
and adjusted in order that the in- 
dustry will continue in good econ- 
omic health.” 

“The single objective of such 
a rate adjustment,” he said, “will 
be to keep the cost of advertising 
by radio in proper relation to its 
value so that no other medium can 
match radio’s effectiveness and 
its cost.” 
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NAAN Names Hutzler, Ronalds 

National Advertising Agency 
Network, St. Louis, has elected 
Herman Hutzler, president of Hutz- 
ler Advertising Agency, Dayton, 
as chairman of meetings and con- 
ventions. Russell C. Ronalds, pres- 
ident of Ronalds Advertising 
Agency, Montreal, has been placed 
in charge of portfolio of inter-of- 
fice services and inter-member co- 
operation. 
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Carnation Creates 
Jr. Board to Give 
Advice to Directors 


Los ANGELES, July 5—Formation 
of a nine-man junior board of di- 
rectors, composed of company ex- 
ecutives, has been announced by 
E. H. Stuart, president of the Car- 


IRVING WOOLF & CO. 


repropuce wit Photo Gelatin 
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nation Co. 

The function of the new board 
will be to formulate and recom- 
mend desirable management poli- 
cies and practices to the senior 
board of directors and to make rec- 
ommendations to the senior board 
on assigned problems. 

Mr. Stuart said “this forward 
step in management technique will 
give the younger executives in our 
organization a chance to become 
better acquainted with the inner 
workings of modern business.” 

On the junior board are: Chair- 
man, William Backstrom, assistant 
vice-president, Carnation fresh 
milk and ice cream division; Rob- 
ert C. Evans and Austin C. Smith, 
assistant vice-presidents, eVvapor- 


ated milk division; John M. Reily, 
assistant chairman, finance com- 
mittee; W. G. Fisher, general pur- 
chasing agent; H. E. Olson, Carna- 
tion treasurer; Troy V. Cox, vice- 
president, Albers Cereals and 
Feeds division; S. A. Halgren, Car- 
nation secretary; Paul H. Willis, 
general advertising manager. 


ARF Elects Hugh Hitchcock 
Advertising Research Founda- 
tion, New York, has named Hugh 
W. Hitchcock, director of adver- 
tising and public relations of Pack- 
ard Motor Car Co., as a director. 


Tykeson Joins ‘Journal’ 

Don Tykeson has joined the ad- 
vertising sales staff of the Journal, 
Portland, Ore. 


North Dakota has charms that no advertiser can afford to pass 
up — one of them is the state’s still better-than-average farm 
income. Where farm income is highest, all sales are better. In 
North Dakota you can get your share of this business by using 
the NORTH DAKOTA DAILIES, covering 90% of all rural, small 


town and city homes. 


MINOT DAILY News 
VALLEY CITY Times. 
BISMARCK TRIBUNE 
DEVILS LAKE JouRNAL 
THE FARGO Forum 


RECORD 


GRAND Forks HERALD 
JAMESTOWN SUN 
MANDAN DAILY PIONEER 


- THE NORTH DAKOTA DAILIES — 
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Shryock Comments 
on ANA Proposal | 
for ‘Free’ Audit 


Cuicaco, July 6—In a formal 
statement commenting on the As- 
sociation of National Advertisers’ 
recent request that Audit Bureay 
of Circulations audit “free” copies 
of business papers, James N. Shry- 
ock, president of ABC, has given 
no hint as to whether ABC will 
reject or accept the advertisers’ 
proposal. 

The ANA also has appealed for 
development of magazine audience 
measurements in addition to exist- 
ing circulation measurements (AA, 
June 26). Audit Bureau newspa- 
per and business paper directors 
are expected to vote heavily against 
the ANA proposal. 

Mr. Shryock declared: 


g “Obviously my comments are confined 
to the ANA’s suggested procedure in 
connection with the analysis of unpaid 
circulation of business papers which are 
members of the Audit Bureau of Circu- 
lations. 

“It is not a question of whether or not 
it can be done; rather it is a question of 
whether or not it is in the best interests 
of the bureau as a whole to do so. 

“The Audit Bureau of Circulations came 
into being only after advertisers, adver- 
tising agencies and publishers recognized 
that they had mutual interests and after 
separate efforts to verify circulation 
claims had failed. The bureau's usefulness 
to advertising and publishing interests is 
determined by its usefulness to all divi- 
sions of the bureau and not just one or 
two. 

“In considering the procedure suggested 
by the ANA, the board of directors of the 
Audit Bureau of Circulations must for 
this very reason take into account the 
possibility that any decision although 
favorable to some might be injurious to 
other divisions of the membership. 


ge “ABC is a bureau of standards or- 
ganized to establish a standard of cir- 
culation measurement upon which mutual 
confidence between buyers and sellers of 
advertising in published media could be 
based. In addition to providing a stand- 
ardized and accepted yardstick for paid 
circulation, ABC has provided advertisers 
and publishers with a sound basis for 
establishing advertising rates. These out- 
standing accomplishments, based on the 
bureau’s activities in the field of paid 
circulation, form the keystone for the 
successful use of advertising in published 
media. 

“The bureau’s activity closely resembles 
the regulation which is imposed by gov- 
ernmental authority under the Bureau 
of Weights and Measures, the Pure Food 
and Drug Acts, and the Federal Securi- 
ties Act. Just as the standards of these 
controls are established and maintained 
for the protection and general welfare of 
the public, so must the standards of the 
bureau be considered and maintained for 
the mutual good of all members—adver- 
tisers, agencies, newspapers, magazines, 
business papers and farm publications. 

“Any action affecting the standards of 
the bureau, even though in the apparent 
interest of a portion of its members, must 
therefore be weighed and studied care- 
fully for its effect on the welfare of the 
bureau as a whole. It is this principle, I 
believe, which is applied to all decisions 
made by the bureau’s directors, that the 
board has in mind in its careful deliber- 
ation of the subject in question.” 


Carries 64-Page Insert 


The June 15 issue of Boot & Shoe 
Recorder carried a 64-page insert, 
which was the 1950 cooperative ad- 
vertising program of the Barbour 
Welting Co., maker of Stromwelt 
for men’s shoes. One hundred and 
twelve manufacturers and re- 
tailers cooperated in this cam- 
paign. The insert was printed and 
bound in Boston by three printing 
companies in 24 days, and shipped 
to Philadelphia for binding into the 
Boot & Shoe Recorder. The cam- 
paign was prepared by J. M. Reilly 
Co., Boston agency. 


Executive Agency Names Two 


Lee Sulzner, formerly account 
executive at Berghoff Associates, 
has joined Executive Co., Los An- 
geles, as media director and ac- 
count executive. Marv Zeidler, 
formerly media director, has been 
named production head and vice- 
president. 


Smithcraft Names Nazoc 


Hugh M. Nazoc, formerly with 
Graybar Electric Co., has been ap- 
pointed vice-president in charge of 
sales for Smithcraft Lighting Div., 
A. L. Smith Iron Co., Chelsea, 
Mass., maker of fluorescent light- 
ing fixtures. 
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+B PAUL HUEY, Vice-President and Advertising Manager H. EARL BUTCHER, Eastern Advertising Manager OSCAR M. DUGGER, Western Advertising Manager Other Advertising Offices: Pacific Coast: Edw. S. Townsend Co. 


among the leading monthly magazines of more than a million circulation 


The Progressive Farmer 


The Ten Leaders in Six Months Lines Gain or Loss IS 
Total Advertising Volume 1950 as compared to 1949 
1. Better Homes & Gardens 574,596 +27,331 
2. Ladies Home Journal 507,391 - 5,034 : 
3. Country Gentleman 435,458 — 18,512 
4. Seventeen 419,944 ; I, 
5. Good Housekeeping 381,257 _tegeteyte A: Jf r i 19 Al) 
6. The Progressive Farmer’ 355,462 /+17,947, 
7. Woman’s Home Companion 317,153 ‘womenti67 oe ° 
8. McCall’s 289,479 — 32,145 advertising Gallls 
9. Successful Farming 278,040 + 4,518 3 
10. Farm Journal 269,180 + 4,769 
Farm Magazines Six Months Lines Gain or Loss 
Total Advertising Volume 1950 _as compared to 1949 
1. Country Gentleman 435,458 
2. The Progressive Farmer’ 355,462 | ; KS i 
3. Successful Farming 278,040 ; iil advertisin g alls 
4. Farm Journal 269,180 + 4,769 


5. Capper’s Farmer 223,023 — 1,038 along lar ill _ 


6. Farm & Ranch— 
Southern Agriculturist™ 191,590 


*Average of 5 Editions. ** Average of 2 Editions. Source: Advertising Age. 


THE EYES OF BUSINESS are on the rural South where a great farm é 

magazine matches the growth of a great farm market. The South’s i wont THAN L 100, 000 
annual cash farm income has more than tripled since 1940, The yearly . SOUTHERN 

volume of advertising in the South’s No. 1 magazine—The Progressive 
Farmer—has also more than tripled since 1940. 


Where else can you find such a remarkable record of progress by a LOO nee le 
magazine and the market it serves? LS eS ee 


ne soa sober «The Progressive Farmer | 


Birmingham 2, “la. + Telephone: 4-4615 250 Park Ave., New York 17 + Plaza 9-0923 Daily News Bidg., Chicago 6 + Central 6-3400 RALEIGH » MEMPHIS + DALLAS San Francisco + Los Angeles 
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MAAA Elects Sheridan 


The Mexican Association of Ad- 
vertising Agencies, Mexico City, 
has appointed Humberto M. Sheri- 
dan, manager of J. Walter Thomp- 
son Co.’s Mexico City office, as a 
vice-president. 


Malleable to Palm Agency 
Charles Palm & Co., Hartford, 
Conn., has been named to handle 
the advertising of Malleable Iron 
Fittings Co., Branford, Conn. 


Hauptman Agency Moves 


H. W. Hauptman Co., New Yor 
has moved to larger quarters at 1 
E. 48th St. 


When you Remember 
need WM. F. RUPERT 
RECENT Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
BIRTH for the past 55 years. 
90 Fifth Ave., Mew York 11 
LISTS OR 5-3523 


Business Looks 
Good, Editors, 
Publishers Say 


NIAA Hears Reports 
on Various Industries 
at Los Angeles Meeting 


Los ANGELEs, July 3—Six busi- 
ness paper editors and publishers 
contributed a picture of the busi- 
ness outlook and industrial adver- 
tising in key industries at the Na- 
tional Industrial Advertisers Assn. 
convention last Thursday after- 
noon. In setting the scene, modera- 
tor Dexter Keezer, director of the 
Department of Economics, Mc- 
Graw-Hill Publishing Co., made 


some _ interesting observations in 
the light of the Korean situation. 
He predicted there will be no 
real war because Russia is too 
weak, industrially, as compared 
with the U. S. It must not be over- 
looked, he warned, that Russia is 
gaining in the race for industrial 


NIAA Convention 


superiority, a gain which will be 
accelerated if there is a continua- 
tion of the U. S. trend for reduced 
investment in new industrial plants 
and equipment. 

The petroleum industry is in the 
best economic position it has been 
since 1948, reported Warren L. 
Baker, editor of World Oil, Drill- 
ing and other operations are near 
all-time peak volume, and pros- 
pects for the sale of oil equipment 
are bright. Mr. Baker said that 
earlier predictions have been re- 
vised from a 3% gain over last 


year to a 6% gain. Enlarged gaso- 
line demands and increased sales 
of oil heating equipment are ex- 
pected. 


ws “Prospects for the continued 
growth of the chemical process in- 
dustries are more than bright: they 
are inevitable,” according to Wal- 
lace F. Traendly, publisher of 
Chemical Engineering. 

He said the industry is spending 
more than $2 billion for plant and 
equipment, which is at least one- 
third of the total to be spent by all 
manufacturing. Greatest develop- 
ment and expansion can be ex- 
pected in industrial chemicals such 
as rayon and related fibers, syn- 
thetic organics, petrochemicals and 
petroleum refining, he said. 

Painting a picture of a continu- 
ing high level of home building, E. 
G. Gavin, editor of American 
Builder, said that negative factors 
are the possibility of war, the drift 
toward socialized housing, and de- 
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The Oregonian proves again 


sttt 
the way to tel Oregon women 
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The Oregonian Hostess House... favorite news 


section of Oregon women...carried the story 


of a new beauty cream...and it happened again! 
--- 521 ’phone calls and 213 letters kept the HH 
staff hopping during the next 4 days! A lead- 


ing department store heeded the knock of 


opportunity with a 60-inch 


Oregonian ad. 


Result: 425 jars sold at $3.50 (plus tax!)... 
a dollar return of more than 7 to 1! Proof 


again that The Oregonian is the first and 


fastest way to tell and sell Oregon Women. 


The Oregonian...Portland’s and Ore- 


gon’s largest newspaper, with 219,442 


daily and 276,810 Sunday. 


‘Wn 
Year 


PORTLAND, OREGON 


\ 
IN ONE OF THE NATION'S FASTEST-GROWING SALES AREAS 


\ 
\ 
\ 


\ REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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crease in capacity of materials and 
manpower. It is possible that hous- 
ing starts in 1950 will exceed the 
record 1949 year, he predicted. 
Other possible negative factors are 
the drain on the cement supply by 
public works projects and a re- 
duced lumber supply resulting 
from strikes. 


w Charles O. Herb, editor of Ma- 
chinery, said the present market 
for machine tools is in the re- 


placement of obsolete equipment, 
The extent of obsolescence is — 
“alarming” in view of mounting 
costs of labor and materials, in his 
opinion. This offers advertising the 
opportunity to perform a service 
to the nation by directing efforts 
toward reducing obsolescence. 
Citing a recent Machinery survey, 
Mr. Herb said potential buyers 
want facts, operation photographs, 
blueprints, cost figures, case his- 
tories, names of users, and com- 
plete specifications. They don’t 
want all-text advertisements, pres- 
tige or name advertisements, ir- 
relevant illustrations, unsupported 
claims, failure to give exact fig- 
ures on capacities or to describe 
operation of equipment advertised. 

The metal working industry now 
represents 45% of the total U. S. 
manufacturing output, as com- 
pared with 39% prewar, said 
George O. Hays, president of Pen- 
ton Publishing Co. In 1950, the in- 
dustry has been operating at an 
annual rate of $80 billion, as com- 
pared with $73.8 billion in 1949. 
A recent survey of executives in 
the field revealed that 83% of 
those interviewed do not expect a 
depression within the next five 


years, High volume of production 
in these industries means good 
business for most other industries, 
Mr. Hays said. 


es Production of new cars for the | 
first four months of 1950 was 15% 
higher than in 1949, the previous 
high year, said Frank Tighe, edi- 
tor of Motor Age. At the same time, 
sales are up more than 37% over 
last year. Backlogs exist with some 
companies six months behind de- 
mand. Industry leaders are agreed, 
according to Mr. Tighe, that the 
$1,000 automobile cannot be built 
because of the $350 to $500 of taxes 
which go into the cost of every au- 
tomobile. The high rate of produc- 
tion in the auto industry means 
good business for at least half a> 
million companies engaged in pro- 
ducing for it, he pointed out. 


Printers’ House Organ Set 


“Advertiser’s Almanac,” a new 
nationally syndicated two-color, 
four-page monthly house organ 
for printers (AA, June 19), has 
set its initial distribution date for 
January, 1951. It will be published 
by Horizon House Publications, 
251 Post St., San Francisco. Print- 
ers may obtain the house organ 
ready for imprint, or completely 
printed, or in the form of proofs, 
electros or copy only. 


Kinzel to Seal-O-Matic 

Charles H. Kinzel Jr., formerly 
an account executive of Edwards 
Advertising, Hackensack, N. J., has 
been named director of sales and 
advertising of Seal-O-Matic Ma- 
chine Mfg. Co., South Hackensack, 
N. J. 


Appoints R. E. Jefferson 

R. E. Jefferson, formerly sales 
manager of Intercontinental Pack- 
ers Ltd., has been appointed ac- 
count executive with the Winnipeg 
office of Stewart, Bowman, Mac- 
pherson Ltd. 


Kerr Joins William Morris 

Marge Kerr, N. W. Ayer & Son 
talent buyer for six years, has 
been appointed to direct creative 
television program development of 
William Morris Talent Agency, 
New York. 


Robinson Agency Moves 
Elwood J. Robinson Agency has 
moved its offices from 634 S. 


Spring St. to 1111 Wilshire Blvd., 
Los Angeles. 
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YOU ADVERTISE IN BUSINESS WEEK WHEN 


YOU WANT TO INFLUENCE MANAGEMENT-MEN 


HEAP BIG BUSINESS TODAY 


When the Indian needed writing materials, he peeled bark from a 
convenient birch. Today, however, the production of stationery for the 
myriad needs of commerce and industry is a big, competitive business. 

One problem of business stationery suppliers is to reach the buyer 
in the most economical way—to make their advertising dollars produce 
the highest possible return in sales. To achieve this goal, many adver- 
tisers regard Business Week as an ideal medium. 


REASON: Business Week reaches a highly concentrated audience of 
Management-men ... executives who make or influence buying deci- 
sions. Advertisers whose goods or services are sold to business and 
industry thus reach more buyers with the least waste circulation. 


RESULT: Business Week for the past 5 years has carried more business 
stationery advertising than any other general 
business or news magazine. This proves just 
one thing — 


Stationery And Miscellaneous Paper 
Goods Advertisers* in Business Week 


Avery Adhesive Label Corp. 

Central Paper Co. 

Columbia Ribbon and Carbon Manufacturing Co., Inc. 
Consolidated Water Power and Paper Co. 
Dick, A. B., Co. 

Fenton Label Co. 

Fox River Paper Corp. 

Hammermill Paper Co. 

Kimberly Clark Corp. 

Mosinee Paper Mills Co. 

National Blank Book Co. 
Nekoosa-Edwards Paper Co. 

Parsons Paper Co. 

Rhinelander Paper Co. 

Royal Typewriter Co., Inc. 

Strathmore Paper Co. 

The Todd Co., Inc. 


* Source: Publishers’ Information Bureau Analysis 


A McGRAW-HILL PUBLICATION 
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NAB’s Second Series of Spots for Members 
Promotes Radio and Advertising in General 


WasHINGTON, July 6—National 
Association of Broadcasters’ new 
series of announcements do a ma- 
jor promotion job for advertising 
in general as well as radio in par- 
ticular. 

Scripts for the second series in 
the association’s current campaign 
have been forwarded to member 
stations. They are one-minute and 
30-second spots. Like the first 
group, the spots are designed to 
implement the NAB’s belief that 
“radio should be used to sell radio.” 

This is typical of the philoso- 
phy voiced in the announcements: 

“Every now and then you hear 
one of the deep thinkers saying ad- 
vertising adds to the prices you pay 
for essentials. Did you know that 
it costs only seven one-hundredths 
of a cent to advertise a quart of 


post is a stick in the ground 


Yes ...a capital initial changes the meaning of a stick 
in the ground (or an army station, or a dispatch of 
mail) to the name of a newspaper. It’s the same way 
with Coke. Spelled with a capital “C,” it means 
Coca-Cola and nothing else. 


So, whenever you have occasion to refer to Coca-Cola 
by its friendly abbreviation, Coke, the capital initial 
keeps your meaning clear—just as the upper-case initial 
identifies the name of your paper or magazine. 


THE COCA-COLA COMPANY 


We keep reminding you of this because it is very im- 
portant to us. You see, Coke and Coca-Cola are our 
registered trade-marks, and good practice requires the 
owner of a trade-mark to protect it diligently. 


* 


Coke = Coca-Cola 


Both are registered trade-marks which distinguish the 
same thing: the product of The Coca-Cola Company. 
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fresh milk? That’s right. And 
meanwhile, advertising—includ- 
ing radio advertising—has reduced 
the price of milk steadily, by stim- 
ulating mass distribution.” 


@ Another approach: 

“Next time you hear a radio 
show sponsored by a maker of 
canned soup, try to guess what 
that advertising costs. You’ll prob- | 
ably be wrong. Canned soup ad- 
vertising—radio and all other 
kinds—costs less than four one- 
hundredths of a cent per can. And, 
at the same time, advertising has 
reduced the cost of a can of soup 
29% in just 15 years. Advertising 
serves you with better radio pro- 
grams—and lower prices.” 

Or a reminder that somebody— 
specifically American  adverti- 
sers—pays a great deal to provide 
listeners with top radio fare: 

“Dear Listener: Your bill for 
$493,000,000 worth of radio enter- 
tainment and information is in the | 
mail. But it isn’t on its way to you, 
It’s being paid by the sponsors who 
brought you that much air time 
full of good radio in the past year. 
And to top that, they spend more 
millions for the talent you listened 
to. That’s what American radio 
means to you.” 


@ Several are pitches for adverti- 
sing as an economic force: 

“Ever hear the wise guys say ad- 
vertising is an economic waste? 
That advertising increases the cost 
of things you buy? Well, let your | 
memory run back to 1926. Dispos- | 
able tissues were selling for 65¢ a | 
box. Ordinary hand lotion was 50¢ | 
a small bottle—and up... Soap was 
25¢ a bar. 

“Well, make your own compari- 
sons. Even now, with prices gen- | 
erally higher than they were be- 
fore the war, those items are sell- 
ing for less. There’s a reason— 
mass advertising, which stimulates 
mass consumer buying—which in 
turn stimulates mass production. 
All those factors, put together, 
lower the unit prices of the things 
you buy. Advertising an economic 
waste? Don’t you believe it! Ad- 
vertising—the life blood of Ameri- 
can radio—saves you money.” 

These announcements were pre- 
pared by Robert K. Richards, di- 
rector of the NAB public affairs 
department. 


Studies Impact of Posters 
in Linn County, Ia. 


The Traffic Audit Bureau’s Ce- 
dar Rapids survey on coverage, re- 
petition and impact of poster show- 
ings reveals coverage of 91.17 
of all residents of Linn County, 
Ia., with an average frequency ex- 
posure of 19.07 times per person 
during a 30-day posting period of 
average No. 100 showing. The sur- 
vey discloses cumulative coverage 
and repetition provided by poster 
showing from week to week, 
coverage of classes and segments 
of people in the market, anu 
demonstrates that impact of the 
average No. 100 showing was al- | 
most twice that of the average No. | 
50 showing. 


Canada Dry Shifts Managers 


Canada Dry Ginger Ale Inc., 
New York, has reassigned F. F | 
Bensen Jr. to head license depart- 
ment advertising and J. X. Ken- 
nelly as manager of local adver- 
tising by company-owned plants. 
Mr. Kennelly will assist in ad- 
ministration of the company’s na- 
tional advertising. The reassign- 
ment involves an exchange of job 
assignments between the two men. 


McKesson Promotes Hamilton 


McKesson & Robbins, New Yor. 
has promoted Frederick Bruc’ 
Hamilton, previously a member «‘ 
the ad department, to assistant ac 
vertising manager. Mr. Hamilto 
was assistant advertising manage, | 
of G. Krueger Brewing Co. befor 
joining McKesson & Robbins i: 
1949. 
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Ice Cream Dealers 
Think Point of Sale 
Display Best Medium 


Cuicaco, July 5—If you want 
to sell ice cream, here are the best 
advertising methods to use, ac- 
cording to a survey just completed 
by the American Dairy Associa- 
tion: (1) Play up the “refreshing” 
angle; (2) point to the “good qual- 
ity” and low price; (3) advertise 
the “easy to serve” aspect, (4) 


clean store, and (5) make good 
use of point of sale ads. 

This was the consensus among 
540 retailers interviewed on the 
most popular ice cream selling ap- 
peals. Other suggestions brought 
out by the poll were to try to 
reach children, and to stress the 
product’s food value. 

Point of sale advertising was 
way ahead of all other media, and 


ered the most effective pieces to 
use. Other displays receiving sup- 
port were window banners, com- 
plete bar trim, menu clip-ons, 
counter cards and over-wire hang- 
ers. 


ws Also revealed by the ADA poll, 
which questioned 3,476 people, was 
the fact that housewives buy more 
than 46% of the ice cream pur- 


home were equally divided be- 
tween food stores and drug stores; 
while convenience, brand prefer- 
ence and special quality were the 
leading factors in determining 
why ice cream is bought at a cer- 
tain place. 

Besides retailers, 125 manufac- 
turers were questioned, and their 
answers followed the same general 
pattern as the retailers’. However, 
while retailers said the best ap- 
peal was the “refreshing” angle, 
rated “delicious 
flavor” first. 

Manufacturers also listed radio, 
newspapers and television as their 
favorite media, while the retailers 
gave heavy support to point of 
sale displays. 

In commenting on the value of 
the survey, Owen M. Richards, 
general manager of the associa- 
tion, said, “All in all, the survey 
offers a valuable basis for adver- 
tising and sales planning to move 
more ice cream marketward,” and 
added that it gives the industry 
guide posts on the sales highway. 


Lindell Agency Formed 


A new agency, Lindell Adver- 
tising Agency, has been formed 
with offices at 320 N. Grand Ave., 
St. Louis. Principals are Vern 
King, formerly vice-president in 
charge of programs for WIL, St. 
.ouis, and William F. Geisz of the 
WIL sales staff. Among initial 
clients are Trevellyan Buick Co.; 
Ray Quinlan Dance Studios; Miz- 
erany Appliance Co., and Retail 
Bakers Assn., all of St. Louis, and 
Hudson-Spry Co., Midwest Dis- 
tributing Co., and Milner Dis- 
tributing Co., of Kansas City. 


WBZ-TV Issues New Rate Card 


WBZ-TV, Boston, has issued a 
new rate card, to become effec- 
tive July 16. Live Class A time for 
one hour has been increased from 
$550 to $700, Class B from $400 to 
$525; film Class A from $425 to 
$600, Class B from $325 to $475, 
end announcements Class A for 
one minute from $75 to $125, Class 
B from $60 to $100. An estimated 
420,000 sets will be installed by the 
time the new card becomes effec- 
tive as compared to 172,276 sets at 
the previous increase. 


Hichards Adds Duties 


David J. Richards, vice-presi- 
ent in charge of sales of E. F. 
oughton & Co., Philadelphia, com- 
nercial oil manufacturing com- 
oany, has assumed the duties of di- 
ctor of sales and advertising for 
oth domestic and foreign sales. 
Je has taken over the duties for- 
aerly held by the late George W. 
ressell. 


So coat i Ne iak ie 
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Joins Arms 

Truett Stanfield, formerly ad- 
vertising manager of the San Diego 
Daily Journal, which suspended 
publication last month, has joined 
Armstrong-Schramm Co.,, 
Diego, as an account executive. 


Freedman to Reiss Agency 
Jules Freedman, formerly with 
Lawrence C. Gumbinner Adver- 
tising Agency, has joined Reiss 
Advertising, New York, as vice- 
president in charge of plans. 


San|service testing 


Bear Mtg. Names Thomas 

Lee Thomas has been appointed 
public relations director of Bear 
Mfg. Co., Rock Island, Ill., man- 
ufacturer of precision automotive 
and_ correction 
equipment. 


Chandler Joins Kostka 

Robert W. Chandler, formerly 
on the public relations staff of 
the Denver Post, has joined 
William Kostka Associates, Den- 
ver, public relations consultant. 
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The hight Spot m 
TOPE EKA KANSAS 


WEEO & COMPAN Y 


SALES “CAKE” 


ANCHOR MEDIUM 


It is the cake, not the plate 


protruding around the edges, that counts! 


And 


centr 


in Los Angeles it is the compact, 
alized A.B.C. City Zone that accounts 


for over 70 per cent of all retail sales 


in th 
third 


And 


over 


e entire Los Angeles market, 
largest in the nation. 


it’s the Herald-Express that reaches 
34,000 more families in the vital 


city zone than any other daily. 


That’ 


Loe Hrgelee 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, 


s SALES “CAKE’’—in big letters! 


HERALD-EXPRESS 


INC. 
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Advertising Men and Politics 


William S. Nordburg, one-time agencyman and managing director 
of the Chicago Suburban Quality Group, is a trustee of the Sanitary 
District of Chicago and is running for reelection this fall. 

He believes there ought to be more business men—and more adver- 
tising men—in politics. He says that lawyers predominate in public 
office, presumably because government is to a large extent a law 
making and law enforcement job. But, says Mr. Nordburg, “since most 
problems of present day government are business problems, it fol- 
lows that non-business men cannot prescribe intelligently for them. 
Men in all walks of life should seek public office. Government, like 
any other business, should employ the best talent obtainable to per- 
form the duties necessary to run the government properly.” 

As for advertising men, he says: 

“Advertising men are very important, it seems to me, because of 
their positive viewpoint and creative type of mind. Their whole train- 
ing is in salesmanship and in selling ideas, and I dare say that much 
of our progress in the last 50 years in the way of material gains can 
be credited to advertising and advertising men. This has not been 
true of politics. Politics have been run the same way for years and 
years; from the precinct workers to the top, the same system has been 
in existence. It probably cannot be changed, but certainly it can, and 
should be improved.” 

Relatively, only a tiny handful of advertising men have been ac- 
tive in politics as candidates for public office, if we except the rea- 
sonably large group which has served on local village boards. Those 
who have been active have almost invariably been active in sup- 
porting the candidacy of some one else. 

Mr. Nordburg’s plea for the development of a greater interest in 
and respect for active politics is neither new nor startling. The same 
sort of thing has been said before. But the point bears constant repe- 
tition for a very simple reason: 

The quality of our government—federal, state and local—can be 
improved only as we improve the quality of the man and woman who 
is willing to run for public office. 


The Unsoundness of Per Inquiry Deals 


The basic lack of soundness of efforts to get time or space on a per 
inquiry or a per sale basis was never made more clear than in the 
recent ADVERTISING AGE story quoting Harold Kaye, founder of Mail 
Order Network. 

Mr. Kaye reported that he was moving toward orthodox time buy- 
ing for his products “for purely economic reasons.” 

“If an advertiser has a really hot offer, he can make much more by 
buying time [at regular rates],” he said. “We never attemped to 
make PI deals for choice time. We got the fringe time, the hours that 
were hard to sell. In some instances we found an item that pulled 
1,000 orders weekly on a PI offer late at night doubled or tripled when 
advertised at a better time.” 

In other words, the advertiser who really has something to sell 
isn’t too anxious to cut in anyone else—including a medium—on his 
good thing, and no one can blame him. But the reverse of the coin 
is equally interesting: 

The advertiser who will “buy” time or space only on a per inquiry 
or a per sale basis is likely to have a strong suspicion that what he 
wants to sell is not the best or most wanted product, and so he is per- 
fectly willing to let the media pay his selling costs, and give them a 
commission every time they make a sale. 

It adds up, in essence, to a situation in which the really good, 
wanted products are not available for per inquiry deals, and those 
that are eager to make such deals are likely to be something less 
than top-flight, permanent products. 


“Where's Jack Armstrong?” 


—General Mills Horizons 


What They're Saying 


Ads for Lawyers 

Business—in the broad sense— 
has long recognized the importance 
of public relations, but the profes- 
sions, largely due to their envelop- 
ment in tradition, have been dila- 
tory. 

Doctors and lawyers, on the 
other hand, have long felt that the 
proper way to practice is to hang 
out their shingle and wait for the 
patients and clients. Both profes- 
sions have strict ethics and the doc- 
tor and lawyer who values his pro- 
fessional reputation one iota strives 
to abide by them. About the only 
legitimate way the young doctor 
and lawyer can bring attention to 
himself is to participate in the life 
of the community by joining civic 
clubs, attending church, playing 
golf at the country club, serving on 
the Board of Education, and other- 
wise taking part in local activities, 
until his professional ability be- 
comes so well known that patients 
and clients seek him out. 
Churches are steadily waging 
campaigns to recruit new members 
and in many cities have resorted 
to advertising Sunday services in 
the Saturday papers. 

Doctors appear to have been un- 
usually successful in advertising 
the merits of preventive medicine. 
As a result, I believe it can be 
safely said that the majority of 
doctors now see most of their pa- 
tients in their own offices. The 
doctors have been aided consider- 
ably in their public relations work 
by insurance and pharmaceutical 
companies which sponsor adver- 
tisements urging people to see 
their doctors before they are seri- 
ously ill. 

Lawyers, on the other hand, 
have been reluctant to undertake 
organized public relations pro- 
grams and have not had the help of 
the business houses which serve 
them, as have the doctors. 

This apathy on the part of the 
legal profession has resulted in 
many functions, formerly consi- 
dered the prerogatives of lawyers, 
being performed by others, who 
are not bound by so strict a code of 
ethics, and who can advertise their 
services without restrictions. 


Fl Sater eee De game oy 


To offset the claims of competi- 
tors, the American Bar Associa- 
tion has ruled that lawyers, 
through their bar associations, may 
undertake institutional advertis- 
ing programs in order to explain 
the functions and services of law- 
yers. 

It is paradoxical that with the 
high percentage of literacy in the 
United States, there is so little 
knowledge about what the lawyer 
is trained to do. People can read 
but that does not import that they 
are educated. 

—James D. Mann, executive secre- 

tary of the Bar Association of the 

District of Columbia in an article 


titled “The Need for Institutional Ad- 
vertising by the Legal Profession.” 


Marketing Discoveries 

The discoveries and _ insights 
coming out of World War II are by 
no means limited to physics, chem- 
istry, biology and surgery. Ad- 
vances have also been made in the 
fields of finance and economics. 
The full import of these advances 
is not yet understood, but we do 
know enough to know that some 
things that many competent peo- 
ple thought were true are either 
false or true in a different way 
than once believed... 

While our capacity to produce 
has grown with leaps and bounds, 
at the same time we have made 
tremendous progress in the fields 
of marketing research and market- 
ing measurement with such de- 
vices as the consumer panel, con- 
sumer juries, and testing labora- 
tories. 

Unnoticed except by technicians, 
we have been guiding our great 
productive capacity into the kind 
of products which marketing re- 
search has told us people really 
want and need. At the same time 
the new field of market measure- 
ment has guided us in the amounts 
of various products which could 
be absorbed, thus avoiding either 
underproduction or the wastes of 
overproduction. So this field of 
economics is helping, too, in avoid- 
ing the severe extremes of busi- 
ness cycles we have known in the 
past. 


—Beardsley Ruml, in a talk to the 
New York State Bankers Assoeiation. 
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Rough Proofs 


Blaine Wiley says that after 10 
days in California, a visitor feels 
so much like a native son he almost 
starts wearing dark glasses in- 
doors. 

+ 

The principal problem of a con- 
vention speaker is finding out 
whether his favorite story has al- 
ready been told by a blatherskite 
who appeared earlier on the same 
program. 

* 

Charlie Ruggles, who has had 
lots of experience with both, says 
television and radio have nothing 
in common except radio’s former 
sponsors. 

2 

Then of course there are lots of 
listeners and viewers who insist 
there are television actors who 
should be heard and not seen. 

7 


In the good old days saloons de- 


pended for patronage on the free © 


lunch. Now department stores find 
the volume of their traffic has a 
lot to do with free parking. 
« 
William E. Umstattd, president 


of Timkin Roller Bearing Co., says | 


that socialism is just communism 
that has come back from the dry 
cleaners. 

* 

Gen. Douglas MacArthur isn’t 
too popular in political circles ex- 
eept when there’s an urgent job 
of defeating an enemy to be done. 

. 

American League opponents of 
the Cleveland Indians who have 
seen Luke Easter in action feel 
there’s real menace in the rising 
tide of color in baseball. 

* 

Civilian groups visiting Wash- 
ington for briefing on the national 
defense situation have been 
amazed to find that there are peo- 
ple who actually know their way 
around the Pentagon. 

. 

Los Angelenos who have been 
informed by the Bureau of the 
Census that their favorite metrop- 
olis is still fourth in population 
suspect that many of their celeb- 
rities must have been hiding be- 
hind dark glasses when the enu- 
merators came around. 

* 

Most Americans touring Europe 
and other foreign countries this 
summer decided when the guns in 
Korea started booming that they 
had urgent business back in the 
United States. 


- 

Bob Towne, president of the 
New York industrial advertisers, 
carted a big plaque won for chap- 
ter attendance at Buffalo last year 


all the way to Los Angeles, and 


then carted it back when the Man- 
hattan delegation won the prize 
all over again. 


* 

Industrial advertisers greeted by 
auburn-haired Annie Sheridan as 
hostess at a Los Angeles conven- 
tion party were convinced that 
only technicolor can do her full 
justice. 

* 

Dignified, conservative Mc- 
Graw-Hillers who edited the 
NIAA convention dailies in Los 
Angeles gave their readers some 
interesting glimpses of a slender 
nude appropriately entitled Vera 
Baer... 
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‘First in Philadelphia by an 


Ever-Widening Margin! 


To the established fact that linage figures prove THE INQUIRER 
to be Philadelphia’s FIRST newspaper, add the important data 


that in gains, too, THE INQUIRER continues to set the pace. 
It’s only natural. Sales-getting action makes THE INQUIRER 
Philadelphia’s MosT PRODUCTIVE NEWSPAPER! Note figures 
below for the first five months of 1950. 


Source: Media Records. Both The Inquirer and 2nd paper publish 7 days. 


RETAIL ADVERTISING 
First 5 months 1950 
LINAGE 


Inquirer 8,340,316 
2nd Paper = 7,358,201 


The Inquirer now shows a leadership of 


982,115 lines over 2nd paper. 


TOTAL ADVERTISING 


First 5 months 1950 


LINAGE GAIN 


Inquirer 15,018,131 929,418 
2nd Paper 12,644,396 736,598. 


DEPT. STORE ADVERTISING 
First 5 months 1950 
LINAGE 


Inquirer 3,469,512 
2nd Paper 3,099,034 


This is a leadership of 370,478 lines 
a over 2nd paper. 


NOW IN ITS 17TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Anguiver 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bidg., N.Y. C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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)REINQUIRIES AND TURN THEM. INTO SALES... OR, 


ow to sell Inner ties! 


Here’s another example of an automotive advertiser 
who got phenomenal results in Holiday magazine. 

The Seiberling Rubber Company wanted to find 
the best way to reach the best prospects for their 
Sealed-Air Tubes. So they ran ads in Holiday and 
other magazines. What happened? Holiday pulled 
thousands of inquiries, and at a very low cost per 
inquiry! 

But that’s only part of the story. 

The real payoff was in SALES. Seiberling fol- 
lowed up on these inquiries...and, says J. A. Fouché, 
Seiberling’s Manager of Advertising and Merchan- 
dising, “...an amazingly high percentage of 
the Holiday readers contacted purchased at 
least one set of tubes. Since Sealed-Air Tubes 


are high quality, puncture-sealing tubes, sales 
were in units of $75 or more. And, another large 
number of Holiday inquiries indicated pur- 
chase in the near future. This certainly indicates 
that our advertising in Holiday is reaching 
those who want, and those who buy, premium 
merchandise.” 

Results like these are no surprise to automotive 
advertisers who know the huge, rich, responsive 
Holiday market. That’s why, for example, Holiday 
carried more pages of passenger car advertising 
per issue last year than any other general magazine. 
For further facts on Holiday’s phenomenal ability 
to sell automotive products, write: Holiday, Inde- 
pendence Square, Philadelphia 5, Penna. 


WHAT EVERY AUTOMOTIVE MAN SHOULD KNOW 


ex 
ae 
Holiday readers Ie 


own five cars for every four families Gok REA AES drive 


50% more than the national average. Last year/i949/ they used over 961,000,000 gallons of 


gas |||"! over 76,000,000 quarts of oi go> bought over 2,700,000 tires and tubes. 


over 


to have their car wee 8 1 relined ... over 84,000 bought headlamps . « ind 


72,000 bought piston ings. And they bought 246,000 oil filters or cartridges... 


330,000 batteries “2 and over 2,000,000 spark plugs. ¥ No wonder 80 many manufacturers 
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a: Approximately half of Holiday's families buy car polish ig "or wax ey and 72% use | 
s Wy last year | 
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Mactadden Reports High Acceptance for 
Antihistamines and Ammoniated Dentifrices 


New York, July 3—Some 9,000,- 
000 wage earning families have 
tried antihistamines and ammoni- 
ated dentifrices and 10,000,000 
more families intend to try them, 
Macfadden Publications’ “Wage 
Earner Forum” reported last week. 

The report indicates that users 
liked the products: Of those who 
used antihistamines, 70% say they 
found them effective and nearly 
80% say they will use them again; 
more than 80% of those who have 
used ammoniated dentifrices say 
they will continue to use them. 

The report shows what brands 
were tried (this information is 
available to drug manufacturers), 
and whether the respondents would 
buy the same brand next time, 
switch to a new one, or discontinue 
use. 
When the total panel—users and 
non-users—was asked whether 


they would use an antihistamine 
for their next cold, 59.4% said 
yes, 40.6% said no. The people 
who said “no” had six principal 
reasons: they wanted a doctor’s 
prescription, antihistamines had 
bad after-effects, they were skep- 
tical of new remedies, antihist- 
amines weren’t proved cures, as- 
pirin was just as good, and no re- 
sults were obtained from dosage. 
Some 40.6% of the families had 
tried ammoniated dentifrices. 


Smith Firm Elects Ewing 


Alexander Smith & Sons, New 
York, manufacturer of carpets, 
has elected William F. C. Ewing, 
formerly executive vice-president, 
as president and chairman of the 
board. Mr. Ewing succeeds Freder- 
ick B. Klein, who has resigned. 
Joining the company as a sales- 
man in 1921, Mr. Ewing later 
served as advertising manager. 


Transit Radio Signs Two 


Puritan Broadcasting Services, 
Lynn, Mass., operating WLYN-FM, 
and Haverhill Gazette Co., Haver- 
hill, Mass., operating WHAV-FM, 
have signed national representa- 
tion contracts with Transit Radio 
Inc., Cincinnati. These stations are 
affiliated with Transcast Corp., 
Boston, which has a contract with 
Eastern Massachusetts Street 
Railway Co. By Aug. 14 Transit 
Radio will have over 4,500 radio 
equipped vehicles, an increase of 
3,000 over last year. 


Air King Offers New Set 


Air King Products Co., New 
York, has announced a new model 
TV receiver with a 16” rectangular 
tube enclosed in a metal mahogany 
grain cabinet. The set is priced at 
$189.95. 


Simmons Appointed A. M. 
Martin J. Simmons, formerly ac- 
count executive of Ray Freeman & 
Associates, Chicago, has been ap- 
pointed advertising manager of 


Mutual Truck Parts Co., Chicago. 


WASHINGTON, July 3—Even 
though department store sales be- 
gan their normal summer decline 
during the week ended June 24, 
they were still ahead of last year. 

Federal Reserve Board figures 
show a 1% increase in volume dur- 
ing the week as compared to the 
corresponding week of 1949. 

Not all cities reported gains, 
however. New England, the Mid- 
dle Atlantic states and the Vir- 
ginia-Carolina area recorded losses, 
as did cities in northern California, 
Oregon and Washington. 
Elsewhere in the nation, sales 
were relatively strong. Wichita, 
Kan., which has been lagging far 
behind last year’s volume, came 
up with a rousing 36% increase 


in sales. San Antonio, partly be- 
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FIRST 
AWARD 


in the annual 
INDUSTRIAL 
MARKETING 
ACHIEVEMENT 
AWARDS FOR 
MERCHANDISING, 
TRADE AND EXPORT 
PAPERS 


ELECTRICAL MERCHAN- 
DISING’S 1949 Statistical & 
Market Planning Issue was the 
issue which won First Award. 
It was ELECTRICAL MER- 
CHANDISING’S only entry, 


-~~Jer bdlerial Achierement----- 


FOR THE BEST SINGLE ISSUE IN 1949 


In the annual competition conducted by INDUSTRIAL MARKET- 


ING to determine editorial excellence in five classifications, covering 
all types of business papers, ELECTRICAL MERCHANDISING was 
accorded First Award among Merchandising, Trade and Export Papers 
for the best single issue in 1949. 


The competition, which is designed to recognize and stimulate 


editorial accomplishment by editors of business publications, was judged, 
this year, on actual reading, buying and using habits. The judges, and 
there were twenty-two of them, comprised a group whose background and 
experience covered every phase of editorial requirement. They included 
company executives, advertising agency executives, advertising managers, 
art directors and purchasing agents ...and the group of industries rep- 
resented was as wide as the diversified interest of the men themselves. 


As a result, judgment was based on their individual interests, and 


the complete tally would give a true picture of every phase of readership 
interest in business publications. Each publication was judged solely on 
the basis of editorial excellence, We are, therefore, justly proud to have 
merited this award, and will consider it not only as a reward for past 
efforts, but as a continuing urge toward creating the best in editorial 
coverage, accurately designed to meet the varying needs of the electrical 
merchandising field. 


To manufacturers of 
APPLIANCES — RADIOS — TELEVISION 


To those who are advertising, or contemplate 
advertising in ELECTRICAL MERCHANDISING, 
this award should amply justify their decisions. For 
it should be remembered that the success of an ad- 
vertising campaign depends entirely on readership 
... Without it there can be no action. To get ad- 
vertising readership, a publication must first have 
a vitally interested editorial audience. Editorial con- 
tent must be designed and written to meet the 
complex needs of the field concerned. Considered 
from this basic angle, the choice of media can be 
as simple as this: 
there is no advertising readership—and there are no 
sales results, As this award proves, you get itin.... 


if there is no editorial interest, 


ELECTRICAL MERCHANDISING 


Gi) A McGRAW-HILL PUBLICATION (@) 


330 West 42nd Street 


New York 18, N. Y. 


Federal Reserve Figures on Department Store Sales 


Advertising Age, July 10,' 1959 


DEPARTMENT STORE 
aie SALES INDEX em 


1935.39 EQUALS 100 


Week to June 24, ’50* p250 
Week to June 17, ’50*..302 
Week to June 25, ’49*..247 
Week to June 18, ’49*..285 
Month of May, 1950*..p287 
Month of May, 1949*..288 


pPreliminary. 
*Not adjusted seasonally. 


cause of heavy Joske department 
store promotions, turned in a 16% 
gain. 

And Miami, whose merchants 
and the Chamber of Commerce 
have been conducting an inten- 
sive Miami-is-nice-in-summer-too 
campaign, wound up the week 13% 
ahead of last year. 

As in the past few weeks, great- 
est consumer buying strength was 
apparent in the South, Southwest, 
Mississippi Valley states and Great 
Plains states. 

% Change from ’49 


Atlanta District . 
Birmingham 


Jan. Mo. Wk, 
Federal Reserve to of June 
District and City Apr. May 2 
UNITED STATES .......... —s 4 1 
Boston District ................ —2z —3s —3 
New Haven — 6 —3 —2 
Boston ........... —1 -—3 -2 
Springfield .. -—6 -3 —5§ 
Providence .. —5 1 —9 
New York District —5 o —2 
Newark —4 3 5 
Buffalo —7 —5 
New York -6 —1 —1 
Rochester .~ —B 4—lM4 
Syracuse .. w —B —L =] 
Philadelphia District .. —2 3 —1 
Philadelphia ................ —1 1 
Cleveland District ......... —5 5 
Akron ......... —7 5 
Cincinnati —1 3 
Cleveland .. 4 4 
Columbus —8 0 
. (ae —8 5 
ee <7 3 
Pittsburgh ....... ~6 a 
Richmond Distric —3% 2 
Washington ... —2 1 
STI Zesinecossnbdesvecinnn —2 
x 
4 
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St. Leuis District ............ 
Little Rock .... me 
Louisville .. 
St. Louis .. 
Memphis pie 
Minneapolis District .... 
Minneapolis 
 }, peo 


Duluth-Superior .. 
Kansas City District 
nver 
WIRE 220000000. 
Kansas City . 
St. Joseph ........... 
Oklahoma City 
. ae 
Dallas District . 
Dallas 
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San Francisco District .. 
Los Angeles Area ...... 
Oakland = 


Portland 
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*Data not available. 


Names Mercready, Handy 

K. C. Seelbach Co., New York, 
manufacturer of grinding plates 
and knives, has named Mercready, 
Handy & Van Denburgh, Newark, 
for advertising in the meat indus- 
try. The company is a new adver- 
tiser. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


known 


Door-to-door Selling — better 
as DIRECT SELLING —is building 
goat vanes quickly for many manu 
ers. It may be your answer to 
dwindling volume, vanishing profit: 
soarin and cut-throat competi 
tion. Direct Selling is fully explained 
in fascinating booklet—mailed FREE 
Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A-22, 28 E. Jackson BI., Chicago4, I! 
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No need to shout. The figures speak for themselves. 


Each week, day or night, more than 7 out of 10 families listen to 
NBC according to radio’s own census, BROADCAST MEASUREMENT 
BUREAU Study No. 2. 


BMB has just released the final network circulation standings of 
its nationwide listener count and NBC continues in first place 

with the largest audience in all radio. (90% of agency timebuyers 
use BMB as their basic source of information in comparing network 
circulation according to a recent independent research spot check.) 


Network radio is bigger than ever—as big as America— and NBC 

is bigger, too, with a weekly audience advantage of over 1% million 
homes during the day and more than 2% million at night over 

the second network. In fact, NBC reaches more 
people than any other single advertising medium. 


America’s No. 1 Advertising Medium 


A service of Radio Corporation of America 
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Diamondware to D-F-S 

Dancer-Fitzgerald-Sample, Chi- 
cago, has been named to handle 
advertising of Diamondware, stain- 
less flatware line of Diamond Sil- 
versmiths Ltd., a division of Ekco 
Products Co., Chicago. Trade and 
consumer campaign plans will be 
announced later. 


Buys 43 Y4-Hours on KDYL 

Schubach Television Center, 
Salt Lake City, will sponsor 43 
quarter hours a week on KDYL, 
Salt Lake City, during the summer 
to advertise its four brands of TV 
sets—RCA, Admiral, Motorola and 
Capehart. 


Borden Signs for Radio Show 

The Gridley division of Borden 
Co., Milwaukee, has signed to 
sponsor “Playtime for Children” 
over Station WOKY when the sta- 
tion goes on full-time frequency 
in September. Klau-Van Pieter- 
som-Dunlap Associates is the agen- 
cy. 


G.R.GRUBB & CO. 


CHAMPAIGN, ILLINOIS. 
‘TELEPHONE 5209 oy 


COMBINED to cive you .” arnsts ** 


BETTER SERVICE AND FINER > ENGRAVERS 
ENGRAVINGS—At the Right Prices - oc oceapHERs .° 
WRITE OR CALL THE NEAREST PLANT . ‘ 


PEORIA ENGRAVING CO. 


CESCHIA, 11 ttw ots 
TELEPHONE 4-7197. 
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West Bend to Gross Agency 


H. M. Gross Co., Chicago, has 
been appointed to handle adver- 
tising and promotion for the auto- 
matic Flavo-matic percolator, 
product of West Bend Aluminum 
Co., West Bend, Wis. Fall plans 
include an increased national mag- 
azine schedule and an intensified 
local merchandising program. 


Presents 4th Dimension Film 


Gale Dorothea Mechanisms, 
Long Island, N. Y., has produced a 
color motion film “How to Attract 
Attention ..... through Anima- 
iton,” to help executives visualize 
the range of devices and motions 
available for “eye catching” ani- 
mation. 


Levine Agency Adds Rutland 


Mervin & Jesse Levine Inc., New 
York, has appointed Frances Rut- 
land, formerly with Brides Book 
Publishing Co. and A. W. Lewin 
Co., as copy chief. 


Shopping Center of a 
Balanced $449,000,000 Market 


Canton Families use up to 
38.7% More Soap* 


Canton water is hard—22 to 36 grains hard, pumped 
from 6 deep wells. By comparison, Cleveland water 
is only 8 grains hard. 


So a Canton Family will use as much as 38.7% more 
soap than a comparable Cleveland family. They’re 
just as hard on detergents and cleansers, too. 


That 38.7% EXTRA consumption means that your 
soap, detergent and cleanser copy in the Repository 
naturally delivers more sales per dollar. 


The Repository reaches 94,000 families whose well 
| above average incomes are stabilized by over 200 

diversified industries and the crops from Ohio’s mos® 
thickly populated farm area. 


And —no nearby metropolitan paper can begin to 
give you merchandisable coverage of this rich soap 
market. It takes the Repository to do it. 


*Based on a Report by Market Surveys, Inc., Chicago. 


100% coverage of a one-newspaper 
market. 99.3% carrier delivered. 


A Brush-Moore Newspaper 
Represented Nationally by Story, Brooks and Finley 


Advertising Age, July 10, '195¢ 


FIRST—Dunbar Glass Corp. is promoting 

this set of glassware, the first designed 

specifically for preparing and quaffing 

the new frozen fruit juices. Trade papers 

are being used via Advertising Council 

Inc., Columbus, O.,,and a consumer ad 
drive is planned. 


Screw Association 
Plans Ads in ‘SEP’ 


and Business Papers 


PrROvIDENCE, R. I., July 6— 
Screw Research Assn. has pre- 
pared a new cooperative ad cam- 
paign to promote sales of Phillips 
Cross-Recessed-Head screws, made 
by a group of manufacturers in 
the association. 

The program will be under the 
direction of Harry Mayoh, presi- 
dent of the association and chair- 
man of the advertising committee 
representing participating manu- 
facturers. 

The campaign will be split be- 
tween an ad in The Saturday Eve- 
ning Post and a business paper 
campaign in 11 publications. The 
latter will be pitched to interest 
industrial management, design en- 
gineers, production men, and pur- 
chasing executives. 

James Thomas Chirurg Co., Bos- 
ton, is handling the advertising. 


Name O’Keetfe’s Art Winners 
Eighteen artists, ages 18 to 30, 


are sharing $5,250 in O’Keefe’s Art | 
Awards, sponsored by O’Keefe’s — 
Brewing Co., Toronto. Canadians © 


at home and abroad sent in 581 
paintings. Top winners are Ken- 
neth Lochhead, Ottawa, $1,000; 
Joseph Purcell, Halifax, $750, and 
Ghitta Caiserman, Montreal, $500. 


Norbal Names Knollin Agency 


Norbal Co., San Francisco, man- 
ufacturer and sales representative, 
has appointed Knollin Advertising 
Agency, San Francisco, to handle 
advertising for Permiseal, multi- 
purpose sealer, Amweld steel slid- 
ing doors and other products. Me- 
dia plans include direct mail and 
trade publications. 


NAB Names DeWitt, Morency 


John H. DeWitt Jr., president of 
WSM, Nashville, and Paul W. 
Morency, vice-president and gen- 
eral manager of WTIC, Hartford, 
have been elected to the National 
Assn. of Broadcasters’ board of 
directors, to fill two vacancies on 
the association’s governing body. 


Gets Devereux Account 


Devereux Schools of Pennsyl- 
vania and California, institutions 
for emotionally handicapped 
children, have named Lee Rams- 
dell & Co. Philadelphia, as 
advertising counsel. Professional 
journals, direct mail and radio will 
be used. 


Beverly Picks Yates Agency 


Beverly Textile Mills & Vine As- 
sociates, Beverly, N. J., has named 
Yates, Wertheim & Babcock, Phila- 
delphia, for advertising in business 
papers and by direct mail. The ac- 
count formerly was placed direct. 


Adler Joins WLW-T 

S. L. Adler has joined the sales 
staff of WLW-T, Cincinnati. He 
was formerly an account executive 
of Frederic Ziv Co. and a sales- 
man of WCPO-TV. 
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The business heart of Madison, Wisconsin lies on an isthmus between two of 
"  Wisconsin’s loveliest lakes. As a result, the Madison businessman is never more 
: than seven blocks away from excellent fishing, boating, and swimming facilities. 
_ a The city’s economy, dependent on no single thing, is prosperous and stable. Unlike 


aoe, 


Press and radio executives praise LIFE’s 
news-reporting and editorial force 


Standing by the presses that roll out 
his Wisconsin State Journal (Madison’s 
leading daily), Publisher Don Anderson 
appraises LIFE: “LIFE’s cogent report- 
ings of people and events give citizens 
accurate and stimulating coverage of 
national and international trends.” 


WHA (which claims to be the oldest 
station in the nation) Director H. B. 
McCarty states: “We of WHA often 
find the depth and penetration of LIFE’s 
editorials of great assistance to us in 
bringing to the public an understanding 
of fundamental national issues.” 


What happens when LIFE hits 
Madison, Wisc.? 


The 80,000 men and women of Madi- 
son, Wisconsin believe, with justice, that 
the beauty and personality of their city 
are unique. 


And yet, in one respect, Madison is sim- 
ilar to other U.S. communities, great and 
small, and each week shares an exciting 
experience with them. For LIFE has the 
same powerful impact on this community 
as it has across the entire country. 


In Madison, week in and week out, 
more people read LIFE than any other 
magazine. Read it with an enthu- 


Turn page for further examples of LIFE’s influence in Madison k 


the restless residents of most American cities, Madison folk rarely move away of 
their own free will. But they are very like the people of other communities in their 
high regard for LIFE. For here, as elsewhere, LIFE is a weekly reading adventure, 
an integral part of the ideas and the commerce of this American city. 


A 
heel 


siasm that makes LIFE a vital, per- 
sonal influence that affects what the 
people of Madison think and do. 
No other magazine creates such local ex- 
citement—in Madison—and throughout 
the entire nation. Which goes far to ex- 
plain why LIFE’s weekly audience is the 
largest in publishing history. 

And because advertisers appreciate the 
value of LIFE’s local impact extended on 
a national scale, they invested more dol- 
lars-for-selling in LIFE in 1949 than in 
any other magazine, more than in any 
broadcasting network. 
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Governor of Wisconsin, Oscar Rennebohn, worked his way through the State University, 
developed a chain of 17 drug stores. He says this of LIFE: “LIFE’s portrayal of ‘the good 
life’ in Madison had a remarkable effect in selling our capital city as a fine place in which 
to live. Its results will be reflected in the next census.” 
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University of Wisconsin student, Alvin J. Jensen, pays part of his school expenses by 
selling sweaters to co-eds. He was pictured in a LIFE article on Sigma Chi with these happy 
results: “My sales increased more than 30%, and I received job offers from six business 
firms.” He also got mail orders from 16 girls in other schools. 


Across the nation...only 


... felt in so many ways... | 


| 


Pretty Jeanne Parr Noth appeared on a LIFE cover with her young son Charles. The 
immediate (and highly gratifying) response was twenty-five offers of modeling jobs for 
both of them—offers which continued to pyramid during the year. As she sums it up: “... 
we were flooded with modeling jobs. What an impression LIFE made!” 
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President Arthur Towell of the Madison Business Association states: “There was a 30% 
increase in tourist traffic after the LIFE article. LIFE’s audience has always been a respon- 
sive one. The mere mention by LIFE of Madison’s need for civic projects helps immeas- 
urably in getting citizens behind these vital undertakings.” 
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LIFE has this local impact 


by so many people 


New residents, the Burton Taylors, moved to Madison because of LIFE! Says he: 
“Frankly, my wife and I knew nothing about Madison until we saw the LIFE story. Then 
and there, I decided that this was where I wanted to raise my family. We came here from 
Canada, knowing no one, but we're getting ahead nicely now.” 


Philip K. Falk, Superintendent of Public Schools, tells you what resulted after Washington 
School was pictured in LIFE: “After the picture of, and comments on, our Washington 
School appeared in LIFE we had dozens of inquiries from teachers all over the country 
who wanted to come to live and teach ...in Madison, Wisconsin.” 


Dr. Joseph O. Hirshfelder, Senior Editor of the “Atomic Weapons Handbook,” published 
by the Atomic Energy Commission, thinks this of LIFE’s scientific reporting: “LIFE’s 
faithful interpretation of vital scientific developments has done much to provide the Amer- 
ican public with an understanding of our atomic growth.” 
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A leading Madison department store, Harry S. Manchester, Inc., frequently ties in profit- 
ably with LIFE in store promotions. Vice-President C. G. Page says: “Our latest use of 
LIFE’s local impact was a promotion of our Home Furnishings divisions. The six depart- 
ments participating produced for us the largest April in their history.” 
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Only LIFE has this kind of local impact 


. +. on so many different merchants across the nation 


... In Cincinnati 


President of the Kroger Company, food store chain, is Joseph B. Hall. He says: “LIFE’s 
advertising impact creates sales. Our two-week advertised-in-LIFE event increased our 
retail sales 52%, the first week; and 46%, the second week.” 


... In Dallas 


Mr. Fred Truett, President of the Southwestern Drug Corp., says: “Our two LIFE selling 
events have helped us immeasurably in cashing in on LIFE’s tremendous selling force. This 
September was the biggest month in the history of our business.” 
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... In Boston 


“We watch every issue of LIFE for promotion opportunities,” says Lee Court, Display 
Director of Filene’s. “The reason is plain: it associates what we are showing with the most 
interesting and exciting magazine there is— LIFE.” 


LG US ee MS 


86), eRe 


cts 


se 
+ i= vi 


NR ~on 


hed. 


...In St. Louis 


Leonard Fleck, owner of the Record Mart, says: “We’ve had lots of comment on our 
advertised-in-LIFE display. Even local merchants have come in to compliment us. Every 
news dealer in my neighborhood says LIFE is the biggest-selling magazine.” 


LIFE moves goods. . . because LIFE moves people 
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dvertising Age, July 10, 1950 


WLW-TV Director 
Tells Success of 
Summer Fill-in 


LouISVILLE, July 5—The prob- 
lem of attracting summertime and 
daytime viewing audiences is a 
thing of the past for WLW-TYV, 
John T. Murphy, director of tele- 
vision operations for the Crosley 


Broadcasting Corp., Cincinnati, told 


members of the Louisville Adver- 
tisers Club. 

Citing the experiences of Cros- 
ley video outlets in the Cincinnati, 
Dayton and Columbus areas, Mr. 
Murphy said they had showed that 
summertime can be profitable both 
in number of viewers and in rev- 
enue for TV stations, and that 
there also is an audience for day- 
time viewing. 

“When the so-called hiatus pe- 
riod came around for our tele- 
vision stations this summer,” Mur- 
phy told the group, “we decided to 
start a giveaway program with a 
prize great enough in value that 
the average viewer might decide 
to drink his beer in the living 
room, watching television, instead 
of on the porch swinging at flies. 


a “We fitted the show into practic- 
ally every time spot vacated by 
the network, and within two 
weeks, after a concerted effort by 
our sales force, we found ourselves 
in the position of being not only 
sold out on participating sponsors, 
but in the somewhat embarrassing 
predicament of having sold more 
than we had time for—and in the 
extremely gratifying predicament 
of having gained more revenue 
than if all the network shows had 
stayed on the air and not taken a 
vacation at all.” 

Commenting on the fact that 
daytime programming only now 
is getting a toehold in the New 
York area, where there are about 
1,500,000 sets, Mr. Murphy said 
that last year when WLW-TV in- 
augurated programming from 11 
a.m. until midnight, audience re- 
sponse was modest, but as the 
habit of watching grew and pro- 
gram caliber improved, research 
reports revealed that 25% of all 
sets were tuned in for daytime 
programs. 


= “I do not know whether we will 
proceed to program around the 
clock,” Murphy continued, “but I 
can say that, starting this fall, we 
will begin our programs at 8:30 
in the morning, and we are confi- 
dent that before long we will ac- 
quire audiences for these shows 
and buyers for the products adver- 
tised on them.” 

In answering a question about 
whether the high cost of providing 
good programming and meeting 
competitive situations is justified, 
he expressed the opinion that it is 
better to lose substantial sums at 
the beginning in order to become 
firmly established and to build a 
loyal following. 

“I would rather see television 
set ownership approach saturation 
in our market area in the next two 
or three years,” Murphy added, 
“because the buying power of the 
American public is fairly certain 
to bring a profit to television, 
which by 1955 will pay off its pre- 
vious losses.” 

Murphy predicted television’s 
future as the time “when television 
will start to worry less about Faye 
Emerson’s neckline and more about 
illiteracy; less about assaults on 
what it’s doing to education and 
more about the thoroughly ap- 
parent fact that it is the greatest 
educator of all; less, in a word, 
about all that will in time be su- 
perfluous and more about the fact 
that it will survive only if the 
democratic way of life that pro- 
duced it survives along with it.” 


eee en kM. 


McCann-Erickson Names 
Three Vice-Presidents 


McCann-Erickson, New York, 
has elevated three executives to 
vice-presidency. They are Alfred 
J. Scalpone, director of radio and 
television programs; William C. 


How to check the use of 


your name in the newspaper 
advertising of another man- 


Anderson 


Scalpone Dekker 
Dekker, director of radio and TV|| 
services, and Frederick Anderson, 
director of radio and TV plans, 
who also becomes a member of 
the advisory committee. 

Mr. Scalpone has been radio 
and TV production head of the 
agency for two years; Mr. Dekker 
joined the company in 1943 as a 
time buyer. Mr. Anderson has been | | 
in charge of radio and TV plans 
for McCann-Erickson since last 
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...@re you getting your 
Share of the “Mentions”? 


@ ACB calls them “mentions.” 
They are usually buried deep in the 
body copy or hidden in a 6-point 
cut caption of some advertiser who 
buys from your contract division. 
Yet they are golden Yo 
nuggets for the products they “ti 
into. 

Finding these “mentions” would be 
an impossible job for any manufac- 


turer. They may appear in any ad- 
vertising pe y on any page of 
the 1,750 daily and Sunday news- 
papers published in 1,393 different 
cities. 


ACB is keyed to such a degree of 
accuracy t its readers pick up 
besa than 95 out of every 100 


ACB SERVICE OFFICES 


79 Madison Ave. * Phone: Murray Hill 5-7302 * New York (16) 
* Phone: Wabash 2-6130 * Chicago (5) 


538 S. Clark St. 
161 Jefferson Ave. * Phone 37-0595 
16 First Street * Phone: Sutter 1-8911 * 


“mentions” published. ‘“Competi- 
tive” mentions to show you exactly 
how you stand, may also be of im- 
portance to your organization. 


This is but one of many ACB serv- 
ices available for business man- 
agement. From such data, comes 
sounder advertising and sales 
policy. 


Send Today... 


for a 24-page Catalog describing 
and illustrating the 12 helpful serv- 
ices which ACB will furnish to 
merchandisers. Gives 
details of cost, cover- 
age, list of users, etc. 


* Memphis (3) 
San Francisco (5) 


October. 


Bridge 


There are just two important steps you must take to 
successfully bridge the sales gap between your factory 
and millions of consumers in the multi-billion dollar 
building market. 


1. SELL THE DEALER. If the dealer doesn’t carry or 
doesn’t know about your product, he can give his 
customers a dozen reasons why the product he does 
carry is just as good or better. 


2. SELL THE BUILDER. Tell him how your product 
is used, what it will do for him, its advantages, ete.— 
because if the builder doesn’t know your product, 
he’ll switch the owner to the product he does know. 


When you have taken these two simple sales steps, 
you have covered the key factors controlling the sale 
of your product. Unless you have both the dealer and 
the builder on your side, it’s NO SALE. 


The consumer can’t hope to be an expert on insula- 
tion, roofing, flooring and hundreds of other products. 


é the Sales Cap 


“ve You Factory and Millions af Consumes 


He must rely on the judgment of his local building 
experts—the dealer and the builder. And he does 
rely on them because they stand back of their 
recommendations. 


To sell these key factors—and keep them sold— 
talk the “how to sell more—how to make more 
money” language of the dealer (and his wholesaler) 
in BUILDING SupPLY News. And talk the practical 
“thow to do it” language of the builder in PRACTICAL 
BUILDER. You need both BSN and PB, because 
each is individually tailored to serve the specific 
job and profit interests of its own class of 
readers. 


That’s why more top dealers and wholesalers prefer 
BUILDING SUPPLY NEws—why more contractors and 
builders read PRACTICAL BUILDER—why your adver- 
tising dollar buys greater buying power—when you 
take these two important steps that bridge the sales 
gap between your factory and millions of consumers. 


INDUSTRIAL PUBLICATIONS, INC., 5 South Wabash Ave., Chicago 3, Ill. 


For over 33 years exclusive publishers to the Building Industry, also publishers of BSN Dealers’ Directory Issue, 
Building Material Merchant & Wholesoler, Brick & Clay Record, Ceramic Industry and Ceramic Data Book 


To sell contractors and builders who do residential, commercial, industrial, rural and remodeling work: 


PRACTICAL BUILDER 


MORE CONTRACTOR-BUILDER CIRCULATION THAN ANY OTHER PUBLICATION 


To sell the top deolers and wholesalers who suppty the multi-billion dollar construction market: 


BUILDING SUPPLY NEWS 


DEALERS PAY MORE MONEY TO READ BSN THAN ANY OTHER DEALER PUBLICATION 
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ITEM SHEET: Retailers get advance information 
and a reproduction of all ads an eighth page or 
larger in plenty of time to make plans. Item 
sheets tell the whole story and tell it fast, give 
resources, retail price, available promotion mate- 
rial, facts for sales training and advertising copy. 


SUMMARY FOR THE BOSS: A quick, easy way 
to coordinate the promotion of all items in the 
kit. The head man gets a listing of every item 
in the Post’s Item Promotion Service. They are 
grouped by departments. Price and resource are 
given. There is space to note action taken. 
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By Joseph Als 
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DISPLAY AIDS: Retailers get the right mats, 
repro proofs, copy for signs, etc. They’re on hand 
at the right time. At regular intervals such aids 
are included in the Item Promotion Service 
mailing. They are designed to help make item 
promotions quick, easy, and effective. . 
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MERCHANDISING NEWS: Here’s a fast-moving SUCCESS STORIES: Want to know how one 
newsletter of facts on promotions, sales trends, store used celebrities to push shirts? How another 
stunts, and statistics. It’s done in the retail lan- started a run on stockings? The success stories 
guage by a staff that knows the retail business. are case histories of how other merchandise men 
—_ And it is backed up by years of experience that are using The Saturday Evening Post’s weekly 
the Post has in merchandising research. Item Promotion Service and using it successfully. 
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Te record each revcitsile 


of the finest perfume 


and cosmetic advertising 


BEAUTY FASHION 


Also publishers of DRUG AND. COSMETIC INDUSTR 


Dormeyer Promotes Lipsich 
to Advertising Manager 


Maurice Lipsich, assistant sales 
manager of Dormeyer Corp., Chi- 
cago, manufacturer of kitchen ap- 
pliances, has been 
promoted to ad- 
vertising man- 
ager. He also will 
retain his former 
duties. 

With the corp- 
oration for five 
years, Mr. Lip- | 
sich has helped 
accelerate many 
of the sales, mer- 
chandising and 
advertising pro- 
grams. He was 
instrumental in aiding the promo- 
tional launching of the Dormeyer 
food-mixer and other products. 


Maurice Lipsich 


Advertising Age, July 10; 1950 


Chicagoans Becoming Stay-at-Homes; Looks 
Good for Phonevision, Zenith Agency Says 


Cuicaco, July 6—A survey by 
the research department of Mac- 
Farland, Aveyard & Co. has re- 
vealed that Chicago is becoming 
a stay-at-home city due to the 


tjinfluence of television, and that 


the movie theaters have been the 
hardest hit video victims. 

According to the survey, when 
TV goes in, the family stays in, 
and it’s costing the movie industry 
$41.40 per family each year. When 
a family buys a television. set, 
grownups go to the movies one- 
fourth as often as before, while 
children miss half as many shows 
as they did prior to TV. 


MORE POWER TO PITTSBURGH’S BILLION-DOLLAR BOOM! 


Duquesne Light Company’s in the midst of a five-year 
$112,000,000 expansion program. West Penn Power 
Company’s spending $85,000,000 for expansion of gen- 
erating facilities in the same period. 

Manufacturers Light and Heat Company and associ- 
ated natural gas companies in the Pittsburgh area will 
invest $10,000,000 in additional production and distri- 
bution facilities this year. The Equitable Gas Company 
is far along on a $28,750,000 program started in 1946. 


West Penn Power Company's new $28 million Mitchell Station is now delivering 160,000 kilowatts. Duquesne 
Light Company will put another 80,000-kilowatt generator in operation at its Phillips Station this fall, in- 
creasing the station's output to 234,000 kilowatts. 


You get big response from the big Pittsburgh market 
when you advertise in The Press. And when you use the 
Sunday Roto Section of The Press, response sometimes 


borders on the unbelievable! 


Example: A department store sold almost $40,000 worth of 
facial and toilet tissues from a color page in the Roto 


Section of The Sunday Press. 


Example: A department store sold well over $100,000 worth 
of three-dollar dresses in the three days following a page 


advertisement in The Sunday Press Roto Section. 


If dollar response is what you’re after, be sure to ask 
your Press Representative about the Roto Section in 
The Pittsburgh Press. Every Scripps-Howard Repre- 


sentative is a Press Representative. 


Re mted by the General 
A deenchaiees epartment 
congpemewers: ewspapers, 
230 Park Avenue, New York 
City. Offices in Chicago, 
Cincinnati, Detroit, Fort 
Worth, Philadelphia, San 
Francisco. 
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Peoples Natural Gas Company’s plant expansion and 
modernization will amount to $19,900,000. 

Yes, the utilities of the Pittsburgh area, traditionally 
conservative, have sized up the proportions of the market 
in which industry is investing far more than a billion 
dollars for plant construction, expansion and moderniza- 
tion. They’re building big because the demand for their 
services—like the market for your products and services— 


is big now and growing bigger. 


Pittsburgh market. 


3 WAYS TO BUY RESPONSE 
FROM PITTSBURGH’S ONLY 
GRAVURE MAGAZINE 


1. Buy Press Roto as a part of the mighty Metro 
package. Circulation—15,406,708. 


2. Buy Press Roto in combination with any other 
Metro Magazines or Metro Comics. Circulation 
tailored to your distribution. 


3. Buy Press Roto alone, direct from your Press 
Representative. Circulation—468,183 in the big 


The Pittsburgh Press 


‘Nal 


—in City and Trade Zone Circulation—in Classified Advertising—in Retail 
Advertising — in General Advertising—in Total Advertising 


Taken in 600 Chicago homes, the 
poll notes that people still want 
movies, but prefer to see them at 
home. This is significant to pro- 
ducers and theater owners, the 
agency says, for it could lead to 
Phonevision (the service promoted 
by Zenith Radio Corp., a Mac- 
Farland, Aveyard client). Nearly 
two-thirds of those interviewed 
said that they would pay for pic- 
tures brought to their homes on a 
box office basis. Only 12% said no 
to this question, while 24% were 
undecided. 


@ Statistics on viewing habits re- 
veal that the average family spends 
6.3 nights a week viewing televi- 
sion, and averages four hours per 
night. This leaves only 36 eve- 
nings a year available for out- 
side-the-home entertainment. 
While many forms of entertain- 
ment besides movies have also 
suffered, 52.6% of those inter- 
viewed said their attendance at 
sports events has increased since 
owning TV sets. 

The survey further points out 
that current television purchases 
are hurting the movies more than 
earlier ones did, and the longer a 
family has a set, the less its mem- 
bers go out. 


PHONEVISION WILL NOT 
BE PROMOTED: ZENITH 


WASHINGTON, July 6—Zenith 
Radio Corp. promised the Federal 
Communications Commission last 
week that it will steer clear of 
any activity which can be con- 
sidered “promotion” of its Phone- 
vision system of subscription tele- 
vision. 

Zenith told the commission that 
it is withdrawing the “contingent 
credit plan” which it circulated 
this spring in an effort to induce 
other manufacturers to put Phone- 
vision “decoder” units in their 
new TV sets. 

Zenith’s action is expected to 
clear the way for FCC approval 
of an application for additional 
time to test Phonevision. FCC had 
warned that it would not grant 
the time unless it was sure that 
Zenith would avoid any activity 
which could be considered an ef- 
fort to stimulate public interest in 
Phonevision at this time. 

Zenith told FCC that a number 
of manufacturers had expressed 
interest in the contingent credit 
plan, including GE, Emerson, Mag- 
navox, Stromberg-Carlson, Stew- 
art-Warner, Crosley, and “another 
large manufacturer” who asked 
that his name be withheld. 


Nash Dealers Start TV Show 
Nash dealers of metropolitan 
Detroit have launched a 13-week 
television show, “Nash Dealers’ 
Theater Hour,” presented weekly 
over WXYZ-TV, Detroit. The first 
show was presented Thursday, 
June 22, to coincide with nation- 
wide introduction of the new Nash 
Rambler station wagon. All sub- 
sequent shows, which feature Hol- 
lywood movies, will be on Friday 
nights from 9:30-10:45 p. m., EST. 


Harold Colton Joins Pabst 
Harold J. Colton has joined the 
merchandising and planning divi- 
sion of Pabst Sales Co., Chicago, 
as manager of sales promotion. 


AMERICA'S NUMBER ONE 
TEST MARKET 


GEORGE T. HOPEWELL. INC. 


fastern Reprentative 
101 PARK AVENUE NEW YORK 
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TIME + git thom on, your sid 


HAVE COMPLETED SURVEY OF LEADERS OF AMERICAN EDUCATION... 
PRESIDENTS OF ALL DEGREE-GRANTING COLLEGES/PRINCIPALS 


OF HIGH SCHOOLS WITH OVER 1,000 STUDENTS /MEADMASTERS 
_ OF PRIVATE SCHOOLS AND JUNIOR COLLEGES. 


QUESTION NO. i-- 
“WHAT ARE YOUR FIRST AND SECOND CHOICE NAGAZINES/* 
///TIME RECEIVES TWICE AS MANY °FIRST@CHOICE® 


VOTES AS NEXT MAGAZIWE/// 


“‘“ 
QUESTION NO. 2-0 
“WHAT DO: YOU CONSIDER MOST IMPORTANT MAGAZINE 


PUBLISHED IN U.S. TODAY/* 
//7TIME RECEIVES 1 1/2 TIMES AS MANY 
MENTIONS AS WEXT MAGAZINE/// 


CONSUMER INFORMATION FOLLOWS-- 
HAVE RESULTS OF MORE THAN 120 OTHER SURVEYS ON WHAT 
MAGAZINES BEST CUSTOMER GROUPS OF ALL KINDS PREFER. 
IN NEARLY EVERY CASE RESULTS ARE THE SAME =~ 
QUESTION == “WHAT ARE YOUR FIRST AND SECOND CHOICE 


MAGAZINES/* 
///TIME IS THEIR FIRST CHOICE MAGAZINE/// 


GROUPS SURVEYED INCLUDE... 
DEPARTMENT STORE C/A CUSTOMERS, CINCINNATI 
BEST CUSTOMERS OF FOOD STORES, BALTIMORE, 


QUINCY, MASS., OAK PARK, ILL. 


BEST CUSTOMERS /RAND MCNALLY 


BUYERS/WRIGHT ARCH PRESERVER SHOES 
MEMBERS/AMERICAN MEDICAL ASSOCIATION 
COMMERCIAL CUSTOMERS, PITTSBURGH PLATE GLASS 
DEPARTMENT STORE EXECUTIVES 


/ FOR YOUR ACTION/ 


WATCH THIS SPACE NEXT MONTH FOR MORE INFORMATION ON 
YOUR BEST CUSTOMERS OR WRITE, WIRE, PHONE.- BT WEE, 


THOMAS E. RYAN, TIME MARKET YER KET RESEARCH 
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° ROCKEFTLLER PLAZA, WEN TORK 2°, QAR TMENT @ 
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This is 
the Media Director who put his 
Client on the trail that leads to 
sales to 1,000,000* MEN who read 


and own The Elks Magazine. 


- , * Dec. 1949 ABC statement— 
ae 928,010 circulation—a substantial 


| bonus over guaranteed 850,000 


(ecccccccccccccccce 
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on which current rates are based. 


YOU'LL SELL IT... 
IF YOU TELL IT IN 


New York + Chicago + Detroit 
Los Angeles + Seattle 


Criterion Has New Policy 


Criterion Service Inc., New 
York, specializing in three-sheet 
outdoor posters, has announced a 
new contract policy involving no 
rate increase. Effective immedi- 
ately, service will be sold on a one- 
year contract basis to fit more 
easily into established yearly bud- 
gets and campaign periods of ad- 
vertisers. Previously, three-year 
contracts were the rule. Criterion 
also is making straight six-months’ 
contracts available in New York, 
Chicago, Philadelphia, Detroit, 
Baltimore, Cleveland, St. Louis, 
Boston, Pittsburgh and Milwaukee. 


Statford Forms Division 


Stafford Industries Ltd., Toronto, 
supplier of basic food materials to 
hotels, restaurants and institutions, 
has formed a grocery division with 
F. William Deacon as sales man- 
ager. He formerly has been with 
Scott-Bathgate Ltd., Winnipeg. D. 
J. Sinclair has been named sales 
manager of the bulk foods divi- 
sion with A. B. Jamieson as his as- 
sistant. 


Paper Mill to Reopen 

A new company, the Richmond 
Pulp & Paper Co., will start mak- 
ing newsprint at the Brompton- 
ville, Ont., plant formerly owned 
by the Brompton Pulp & Paper 
Co. The mill, shut down since May, 
1949, was to begin operating about 
July 1, according to Gene H. Kru- 
ger, president of the new com- 
pany. Capacity is rated at 17,000 
tons annually. 


Waddell to O’Brien Agency 


O’Brien & Dorrance, New York, 
has added Eugene Waddell, for- 
merly a consultant in package 
product advertising for Dolcin 
Corp. and J. D. Tarcher & Co., as 
a vice-president and director. Mr. 
Waddell also will be a part owner 
of the agency. 


SOUTH BEND IS A MARKET— 
NOT JUST A CITY— AND 


WSBT COVERS IT ALL 


South Bend is one of the biggest, richest, 

and most responsive markets in America. Its 
heart is two adjoining cities — South Bend 

and Mishawaka — with a combined population of 
157,000. The entire South Bend market 

contains more than half-a-million people. In 
1948, retail sales were over half-a-di/lion dollars! 


WSBT — and only WSBT — gives you 
thorough coverage of this great market. Plus this, 
the rest of WSBT’s primary area gives you an 
additional million people whose retail 
purchases in 1948 amounted to $911 million. 


You need the South Bend market. You get 
it — all of it — only with WSBT. 


WiSBii 


SOUTH BEND 


5000 WATTS © 960 KC « CBS 
PAUL H. RAYMER COMPANY @ NATIONAL REPRESENTATIVE 


Advertising Age, July 10,’ 1¢ 


It was a lively June for Stanley Marcus, executive v. p. of Nei- 
man-Marcus, Dallas. He attended his 25th class reunion at Harvard, 
saddressed the graduating class at the New York University School 
of Retailing, and sailed June 28 on the Ile de France with Mrs, 
Marcus for a six-week combination business-vacation tour of 
Europe... 

June 24 was the 25th anniversary of Rolfe C. Spinning Inc., De- 
troit ad agency, and to celebrate the event, R. C. Spinning, the 
company’s founder, was host at a silver anniversary party for the 
staff at the Pine Lake Country Club...This is also the silver anni- 
versary year for Dana Jones Co., Los Angeles. Dana Jones, who 
started the agency as a one-man organization July 1, 1925, continues 
as its director... 

John D. Simon and Arthur E. Smith, partners in Simon & Smith, 
Portland, Ore., celebrated their agency’s fifth anniversary June 20 
by giving a dinner for 40 members of Portland’s graphic arts in- 
dustry...An office party marked the third anniversary, June 15, 
of LeVally Inc., Chicago agency of which Norman LeVally is presi- 
dent... 

R. L. Thornton, showmanship-minded board chairman of the 
Mercantile National Bank, Dallas, and president of the State Fair 
of Texas, is the newly elected president of the Dallas Advertising 
League’s mythical Kudos College. The honor was won for his activ- 
ities as a city booster... 

When R. G. LeTourneau Inc. (Peoria, Ill.) inaugurated its pro- 
gram for the award of service pins for length of service, it was R. 
G. LeTourneau himself who won top honors. He received a dia- 
mond-set 30-year pin, which was presented by Elmer Isgren, execu- 
tive v. p., winner of a 15-year pin... 


PRIZE-WINNERS—In the picture at left, James C. Clawson, vice-president of Meldrum 
& Fewsmith, receives the Cleveland t. f. Club trophy from Dick Pope, president of the 
club, at the annual agency invitational outing sponsored by the t. f. Club and 
Cleveland Dotted Line Club. In the background are Ralph Greiner, president of ihe 
Dotted Liners, and Frank O. Rice, general chairman of the event. The right-hand 
picture shows Arnold E. Long, of BBDO, receiving the Dotted Line Club trophy from 
Ralph Greiner. That’s A. H. Bartsch, prize committee chairman, in the background. 


Dave Robinson and Clint Frank played hosts to visitors inspect- 
ing the new quarters of the five-month-old Price, Robinson & 
Frank agency in Chicago’s Merchandise Mart June 23, but Jack 
Price missed it. Mrs. Price was operated on that day... 

The Chicago Herald-American’s publisher, Worth Coutney, was 
guest of honor at a banquet attended by 100 of the newspaper’s ex- 
ecutives to celebrate his election to the board of directors of Hearst 
Consolidated Publications. During the celebration a watch was pre- 
sented to Mr. Coutney by Jack Morrison, ad director... 

Rex Howell, president of the Western Slope Broadcasting Co., 
was made an honorary member of Alpha Delta Sigma, professional 
advertising fraternity at the University of Denver. At the initiation 
ceremonies Mr. Howell spoke to the fraternity of freedom of radio, 
having been introduced by Hugh Terry, general manager of KLZ... 
Another KLZ-er, Lee Fondren, national sales manager, has been 
elected secretary of the Denver Lions Club... 

Walter Geist, Allis Chalmers Mfg. Co.’s president, received an 
honorary Doctor of Laws degree at the commencement exercises 
of Marquette University, Milwaukee... Another LL.D. recipient is 
Kirk Fox, editor of Successful Farming, who received his citation 
at Drake University, Des Moines... And Yale gave the honorary de- 
gree of Doctor of Humane Letters to Mrs. Helen Rogers Reid, pres- 
ident of the New York Herald Tribune ...The general manager of 
WTAG, Worcester, Mass., received the honorary degree of Doctor 
of Journalism, seemingly bumping into a competing field. But ac- 
tually Robert W. Booth accepted the honor from Suffolk University 
on behalf of his father, George F. Booth, president of the co-owned 
Worcester Telegram-Gazette Publishing Co. and WTAG Inc... 

Bee Canterbury of the NBC press department in Hollywood has 
been elected president of the Los Angeles alumni chapter of Theta 
Sigma Phi, national honorary fraternity for women in journalism... 
Newly elected to the board of Riverside Community House, a west 
side settlement house in New York, is James B. Zabin, partner in 
Posner-Zabin Advertising. . . 

A job and a wife were acquired within two weeks by Dan Tyke- 
son, new advertising salesman for the Journal, Portland, Ore. A 
recent University of Oregon graduate in business and advertising, 
he married Miss Willie Steigleder on July 1...Paul J. Schlesinger, 
radio and television time buyer at Tatham-Laird, Chicago, picked 
an agency girl for his wife. He and Lerraine Stolzer of J. Walter 
Thompson Co. were married June 30... 

Julius Davidson, publisher of the Daytona Beach News-Journal, 
who will celebrate his 80th birthday next Sept. 26, is particularly 
busy these days, with plans for expansion of the newspaper plant, 
including installation of a new press and additional space for vari- 
ous departments...Edwin Palmer Hoyt III, of the Denver Post’s 
editorial department, and Mrs. Hoyt are parents of a daughter born 
June 6. The baby’s paternal grandfather is “Ep” Hoyt, publisher 


' of the Post...A baby daughter named Wendy has joined the house- 


hold of Charles H. Weissner Jr., assistant account executive of J. 
Walter Thompson Co., New York. She’s the Weissners’ first child... 
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Why did we tell about 
Joan Crawford's other life? 


In the June issue, Modern Screen told the 
story of Joan Crawford’s rise from a painfully 
shy, uncertain girl to the poised sophisticate 
she is today. 


This article brought enthusiastic response 
from thousands of readers. But that response 
was predicted months before! 


For Modern Screen knows in advance which 
stars its readers want to hear about—which stars 
are ascending, which are on the wane—thanks 
to a Continuing Reader Survey of eight years’ 


modern screen 


America’s Great Screen Magazine 
DELL PUBLISHING COMPANY, INC, ¢ 261 FIFTH AVE., NEW YORK 


standing. Not even Hollywood has such an accu- 
rate guide to star popularity! This unique abil- 
ity to predict reader interest makes Modern 
Screen America’s great screen magazine. 


It’s the reason why four million young women, 
whose family incomes are 42% above the na- 
tional, read it cover-to-cover each month. 


It’s the reason why Modern 
Screen led all screen maga- 
zines on the newsstands of 
America in 1949, 


16, N. Y. 


ris thd a ee ae th he a 
= a ae. a He ; : : | 
; cg mis a ee eee eee a 
4 Sa 7 t 
Dy 1 . ) x 
: aa j ; a ) : 
= & a : . a . 
' ell ‘ie ¢ Ere, ee a % gi, Bec = Ree ere ‘cae egies ee i oS : : 
el Rd . ve ie ise “ 4 Bae Rk Sees eee aS ee ; : : F 
a ae m 4 hea + ee di iy BR Pe es wes Pee - : ee se 
of OS ee : eee 6 * oe Le ee yar as ae EN <a % a [= = : : . 
el- — ~~ >, a ae aa i aR et a. ae is ; ; ~ = 
>: eeu ¢ ree ic ee ee ee —<—- = Cees aa a. a ¢ i a 
ard, Ana 2 4 A —— Pete! ae é 
7 tgs oi es eed 3 ‘ x g oe = i 2 ee Sacha < 2 ee ae i ee eee eon er 10 5 . age 
hool ee ) og i a 4 # » ¥ eo ees : — ae ee 4 Fes eed iis ey —. : 3 
He Bf ee | . — ¢ a oe te Cee, aa ae eae ak 
Mrs. : eae Pe ‘Seva SN eRe eee : es 4 a ee | 
> of 2 gn a pee Se a . oe ee oe Satie | | ; 
oe . Par _ es . os eae ks. aie a = Sap. aia eae 7 eighg: a E ats ak gn eee ee 7 f bls 
, e, pen me ditine Pete sei Bae cs aad inlet, ee he Si ia tail Be She OR ad ag ae ee ae ae . | a 
c’ er a Se vanes Ri 1: Seat ae cia He |S as ss a Stn - i =a * , 
| ieee. 78 a oad Saas eo: ee al OS ba — § ‘ rr pee! eee 4 sy oR Se °F ‘ 
De oe Eig. ees ee: pales a haere lin eo eee: oe Oe ap ix = ie: rk ——— oe i as pe ee * I te 
= "is ie po aot eee ae A i aa winnaar io 6h teas ea oe i” 2 hago te es; 7 zee pe eg Be Pe ae es 3 0 ae : | 
~~ ee eer San : eae wean ak can te ae By ek Ray os r 25 — E smd 4 ' . 
the NE Ege PONE ids - a i na ies ee. ee. pet | rags Ls os. a = PN al dee “ Least om ie “ss ; 
ee, — ee Or. cdl aes Bho sae, Bg "egies bs eet eee jak © ee a er ma, wee eA H M 
x B= = ‘ 3 eS se Oe om .. a Ne. oe oh Bs hae oa ee ies tas 3 hy 
nni- a ren a Be ; i ae oe " wee — J me 3 . 
who % sil 4 ce , 3 ee J . ees eT ee at: Peso ah at ale ; “i 
, lee ek ’ a : at ce. Sehr as 3s. 
1ues , aca ge. ge tae orisncy at = aed See 4 
* /. " F j { ; 
, ee Tae : q . 
2 20 i eo ee pe = ee oe ae at ; | 
P : Lee oo eee —— : ae 3 ’ a — Soe ee 3 | 
Paty : — = gt es ¥ i ‘ P ‘ < 4 — . 7 ee - Sel ae ae ; : j 
Bias i a co ss ince + ’ ; | ; , } ; 4 | 
15, co = oa Zi See bees sea Cyathea aes eee 4 : ae a: nae ‘ * 
esi- ee Ee oe ate as ese Ee. ee es Ce oe cea i _ - ; 
ae ar eget Saal ee 1 . DT eee cory oa E ea a : << + ~ Re Oe 4 
esi Be PS. i | ia a © Oe ee F et °° eee : a 
a = wo a ne =e ge ee F P ‘s | | | 
Se ae = x q an it eee ied a . . . ° “ i ee ame : = | . 
fee eee . : a4. oe a Situ i 
. Sr ue oe | s tog SS i ew ; OS eee ie ; ‘ 
Fair ee oo i ae - * ck aa oe "| ; 
P _ ey 7 BS ike : a es ee — Rates! La et eed 8 | z 
z ; ie Coe Mh. 35 E Bina ss ae i 7a me ee rs ; _—- 
tiv : a’ at iG .. a Me  e i eee a Pe je 
-  —— oe foe “ES ae: ae eS oe nal - a : es ee ais ee 3 
{s 7 a bee - br 3 ao » # pee 5 ae sca ° a 7 ane oan 4 aoe 4 i 
ae ee eee, aS eee x oe ts Pe is = i. Ro Be “ 
Sa os rs : _. 7. ae Bc. eS 4 ” aa hae gg a ae 
« iar Seana od BG 9 peel gins a ee, are F s od = ere Wk — 
aa ae F a ee ——— : ag er om gs i oe ne | 
s R. eh ee ie ee Cee mye al : bes a aa ss a: eet EE OT “Se 
2 ie ee sat nt oe i ie ss Be oe b a Bee <8 Pe gem Ee gece 2s 
*. eae ea a epee Png ae eas : eae a : ‘ . eo i ge a ee é 
cu- het ae = ate co): a ie Be ae oe Ee <n ewe di 
; Rete an ; _ ecie : ne a) a ee ; oe Be ae ie. epee a ee ree a , pa 
ape te ae i ere cee et Ee se ee Be ie i See > Sis aia, q : a“ a ad . 
— ele - ‘ — ao o he es ae a Aes eee r pease oe 2a } — 
—n ; ) i lene ial ; ae ie _ We ree ee ey ee ee i Pe 
E : — : reer ee i sie cere ae 2 Be 4 ‘eee ae 3 tee oe oe ig ee q xe 
ee "1 a a ‘ i brit eae oe poe ee a 3 ee 5 : re ene % 3 : 
= nr! ae o are Le: cae He: Pane ae SS ee : a Ee — Ct eal Se : 
‘ Sones oe s ee _——< «°° nae me vail F 
; ae se ‘ " sai ee i pe Aa en es 
ee ee : 3 — ee * Mens oe et oe “a ; 
= fe : ce es: 4 a an cm Bis = 2 ere Sle ; 
rae <8 bo =? Bia a OMe ee BN i j : 
a Be j er ie ee . aa 
7 a - Pay | nin eS a is 
ee a genes ae. , 7 i - 4 a oe oe # 
- a a eae - = eo ase Pe : — tee ee: a 
es erie ya eee ae a hs ee 3 é 3 the a : iM cam 
2 a - a Lae _ “¢ ies | aoe ee . a 7 7 Re. 7 z as a : 7 ae see 24 Bs 
: * ‘ i aes tae ee:  eteoad ME res ee Fe 3 is ’ — 3 ‘ eS a See ee a % 
eee epee wine! td Tied aes sido ie ’ iB ei: ' ihe Bs a. ee eer Ys 
eT Rogie ie he res ier a aaa é z 5. one Be ar oe YF eS gi Be 
yee eee. ae . ee ee yee iy 4 a bas f Be a a \ 7 ; ¥ -¢  — | 
on * PLY haiay he eee Ee ee: Bs a sis ae Be a et on ehh od ar; ge ee ae E 
nen co MTree een os eee aS ss 3 Me a ‘ene a oa is ’ j 
nae : ea nS es eat ie . on spas Se ee ee eae a ee ee 
” ; : — | ' e a aa ee = eee, aS, ree Sale as a te 
: — a me é 7 Bi a oe cir T arg ai pn Ce teins! ee lll coe 
- s : : ea By iy ae a eS 7) ne a i Me. 
a . i ; fee ee ee oe ili ; Auer 5 ee Sa ; 
eee a ge %, a i coe aaa ae Sa Boom a era. ee ssa an 
rete ae i : 0 | is Ree Pow | ee el = a we bie Pa i 3 : 
SS aaa : OR os sai fie ope eae aa ne “= oa Be Sige allman oe a : 
‘ie a 7 "7 | : - BSc Bs ae . Se — m= _ 2 em i. ar 9 ae is ae s : 
< ge ae : Bi ee a ee fe oe ‘i a | 
- wie aii a ORR is oan . aa * % Ses pa ‘ ee eee hae Ben oy - ye ia ie . | 
ae: “| % o* i % Se BD Carn AN eee ; oo ) Se 7 eg ‘ 
* = a, ese aa ‘ ee Be et ne ee ss ee es ae ee ro we se “9 i *. aan an . : 
“ bn ae ae ae Be Si a ee Se oe y is ; | fae a 
: ‘! 2 a 4 fess * Be ene as a ae ae es Be bine : er ee : ee wo sae A 3 
eo ee” a. ae — =. a eee _ mee BY " - | 
« = _ i... i ee oo : ae alll ees ee 
ae. eS a es i ak Hi, ee mee er ee e vie a : 
ve oe oe — i... oe ah 2 § . ape hag : oa is 2 ere 3 
and eee a : a a Aa —— tars Bo Sukie: eat Sea an ie 4 . 
ee ee a i is Ia a et <i Nein tee ge Ree at! a ; 
~ a Be iy i : elise — oe . + aT Biss. ri bor ee oe aed : aie ae ee Pes eGinaley oa ee des aie ae Sees ee ee Z " $ 
the ae Seaeee . fo ee ae ee aes ; gs 7 IE ear ‘Gessigem Vy. eri: ae as pit yeah ery es %, Fe Se as ee ee “Cases a. “a 
Hignces S ee ee Mit ee ee ‘a i aa ae SNe ee = ee ape eae SRR ae ay tee nn een a # 
ieee ee aioe a ‘i Oe ‘ Be ae Seen wee aie: Be. tele ei. Je Se abt Se aate g a 
rom OS. Sect a i OTE Be Seta ee : Pet ee rs ea rare Bee i | 
|  — : 5: s: j rate eee Bae ie >a ; uke ieee set raat ee FR Chen aa fe 
nd. oo eis. oe Lg > ilies ali Best ane Ss — : | 
eee & i, = Mie Ae es JER ek tae gi | 
ct- ~ " Re Sr amen ea oii ne pone Sd or ag. : 
% ee Ee ” 5 Ce ee ee Be oe es # 2 
& a = a ae Ste Pe ew: ro | | 
_ Se amen ae Bi. poeren a | 
. - ge ee ” . 7 fait E - a 
Ci POET po bo ’ | : | 
28 ; 
Be : a : 
ee ee | ear 
fas 
X- 
ey 
rst | 
‘e- 3 
eS 
: fee. 
9 
al . 
i = 
io 
’ 
en F 
; 
an 
es 7 . 
. | 
: 7 a 
on 
e- | 
s- | 
* 
of 
a A 
7 si je 
C- 
ty ie 
Te 
-d , 
caer 
: Bi 
: aA 
: Eoniee 
sae 
a 
: eS 
: ool 
‘haa 
3 ie: 
| ay 
| aon 
r ‘ 
Mi. Ly Ee 
~ : 
i en " 
l, id % > ‘ii 
a i’, a ok 
y ‘is 4 j ee 
: ¢ fi ee * Bing” 2 ae 
t, ; Fa aa é : 
a 4, * : 
: . sige ; . bn Ves 
: Z ) Ai | 
r a 4 @ 
o , | 
f ee | 
Tia iy e 
ge ie he 
; : a ee, Z te se 
dt i aS ea ene a va al da tae 3 | 
SC ee ee ne eerie 2 ‘ A ‘ 
es eee gee ae ‘ 
‘ie Re pee eg eee. en ee 5s ‘ieee 
Pees Pee eee en en ae ee bo f 
~ - ie = wes F Bee Set es A es Rao = gene < :; : 
Rig ee Bi ee ee fai os oS ats ee aie lec r a 
ot ere ee ong ae RE RS | 
Mae RE, a Oe Ret a ee eek ; i 
ge) Lome, a i ee ah Tag a ree WI oS yes Tee in eget 
a ee i 


ee ee Te ee 


Barker Card Co. 
Says Summer Months 
Are Cupid's Busiest 


CINCINNATI, July 5—Cupid 
doesn’t take a summer vacation. 
Far from it. The warm months are 
the busiest season for match mak- 
ing. 

Barker Greeting Card Co., whose 
business thrives on romance, re- 
ports that May, June, July and 
August are the boom months for 
marriage. Together these months 
account for more weddings than 
all the rest of the year combined. 

A further indication of the cor- 
relation between the rise of the 
mercury and that of the marriage 
curve is noted by Barker research- 
ers. Last year’s unseasonably 
warm October set a record in “I 
do’s” for that month. 

Barker, which thinks of wedding 
in terms of cards, expects 50,000,- 
000 persons to send anniversary 
greetings to some celebrant couple 
between now and Labor Day. 


House Beautiful 
sells-both sides 
FOr ears 


Starts Coffee Campaign 


Distribution for Chase & San- 
born soluble coffee has started in 
Ontario and Quebec. Newspaper 
advertising in major centers is 
backing up the new product. J. 
Walter Thompson Co., Montreal, 
is directing the drive for Standard 
Brands Ltd. 


Bok Reitzel Joins KCBS 

Bok Reitzel, formerly with 
KSMO, San Mateo, Cal., has joined 
the sales staff of KCBS, San Fran- 
cisco, as account executive. 


Fry-Cadbury Ups Smith 

Sydney J. Smith, formerly sales 
director, has been named vice- 
president and director of all Cana- 
dian sales and marketing activities 
for pa Ltd., Montreal, 
manufacturer of cocoa and choco- 
late products. 


Gets Florists Account 


E. W. Reynolds Ltd., Toronto, 
has been appointed to direct pro- 
motion and advertising for ied 
Florists & Growers of Canada Inc. 
Fall promotion is being planned. 


Hirshon-Gartield Boosts 2 
Erwin Spitzer, copy chief of 
Hirshon-Garfield, New York, 
been vice-president in 
charge of creative production. Jul- 


ian Koenig, formerly associate, suc- 


ceeds Mr. Spitzer as copy chief. 


Ellington Named V. P. 

Lamb & Keen, Philadelphia, has 
appointed John O. Ellington Jr., 
formerly an account executive, as 
vice-president in charge of crea- 
tive work. He also will continue 
with account activities. 
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Kling Studios Names Three 


The TV division of Kling Stu- 
dios, Chicago, commercial art stu- 
dio, has named Bud Koch and Bill 
Newton, formerly an animator on 
the “Uncle Mistletow” show, to its 
animation department and Thor- 
lund Thorson to the writing staff. 


Resigns Chung King Account 

Campbell-Mithun, Minneapolis, 
has resigned the account of Chung 
King Sales Inc., Duluth, manu- 
facturer and distributor of special- 
ty Chinese foods. 


“/ BOLD HEW CWE. 


Back in December FLEET OWNER 


Announced a New Circulation Policy 


Six months ago FLEET OWNER made this definite statement of circulation policy 
in the automotive and advertising press: “Like all other McGraw-Hill publications 
FLEET OWNER’s circulation will be PAID.” 

How is this big conversion program faring? What’s the progress to date? FLEET 
OWNER’s bold new curve of paid circulation tells the story at a glance...shows the 
amazing surge from a few hundred to over 11.000 cash subscribers. 


Every one of these subscriptions to the new FLEET OWNER is a vote of con- 
fidence from an influential reader in the truck field. Every check received says, in 
effect, “I want FLEET OWNER regularly, and I’m willing to pay for it.” 


The truck industry’s faith in FLEET OWNER has been built the hard way ... earned 
through the clear thinking and deep digging of FLEET OWNER’s great editorial staff. 
These men have put together a live, well-balanced, all-truck publication blueprinted 
to fill the need for a publishing service that helps the industry meet the manifold 


problems its swift growth has created. - 
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Castell to Cecil & Presbrey 


Taylor S. Castell, formerly vice- 
president in charge of marketing, 
merchandising and research for 
Kenyon & Eckhardt, has joined 
Cecil & Presbrey, New York, as 
account executive. 


Hoggan Joins Horton-Noyes 


Larry Hoggan, formerly creative 
director of Ormsbee & Gilbert Inc., 
and account executive and copy- 
writer with Newell-Emmett, has 
joined the creative staff of Horton- 
Noyes, Providence, R. I 


Potter to Huguenin Agency 
Huguenin Co., Auburn, N. Y., 
has been named to direct adver- 
tising for Potter Business Bureau, 
Auburn, N. Y., division of Jack- 
son M. Potter Inc., Syracuse real- 
tors. General newspapers, supple- 
mented by direct mail, are being 


Schine Hotel Chain to Grey 


Grey Advertising Agency, New 
York, has been appointed by the 
Schine Hotel chain to handle ad- 
vertising of its eight hotels. 


Display Industries 
Get Preview of NYU 
‘Readership’ Survey 


New York, July 5—A recent na- 
tionwide study of display pulling 
power by the New York Univer- 
sity School of Retailing places 
median readership for men at 31% 
and for women at 53%. 

Results of the study were given 
as part of the market week of the 


National Association of Display In- 
dustries, sponsor of the study. 

Howard M. Cowee, professor of 
retailing and advertising for N. Y. 
U. and director of the study, em- 
phasized that three main factors in 
the study were traffic, readership, 
and sales effect. 


s The display research covered se- 
lected windows accessible to side- 
walk pedestrians in 12 cities cor- 
responding with the 12 Federal Re- 
serve districts. In two of the cities 


TO ADVERTISING IN THE TRUCK FIELD 


The editors of FLEET OWNER are experts in the truck field. They know what the 
reader wants. They know where to go after it. They give it to him in words and pictures 
he best understands. In format and content, through every feature and department, 
‘FLEET OWNER delivers the greatest value to the reader... your customer. 


While converting from free to paid, FLEET OWNER will deliver an average of 
over 26,000 copies during the next six months. As paid subscriptions are added, free 
circulation will be dropped. Meanwhile, free copies will be addressed to important 
individuals with the larger fleets not yet covered by paid circulation. 


FLEET OWNER’s bold new paid circulation curve is insurance of readership never 
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before available in the truck field. It brings new power to your advertising in this 
prosperous, fast-growing market. 
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interior displays were studied. 

The study disclosed that women 
account for more than 67% of 
pedestrian traffic. An average 
8% of the men and 27% of the 
women passing window displays 
notice and remember visual mer- 
chandise presentations. 

Readership for men ranged from 
6% to a high of 42%, while the 
same scale for women ran from 
34% to 74%. 

The results of the entire study 
will be published by Prentice-Hall 
Inc. 


Forms Herman Emmet Co. 


Herman Emmet Jr., formerly 
general manager of Gerard Velt- 
haus Associates, publishers’ rep- 
resentative, has purchased all in- 
terest in the company and organ- 
ized his own representative com- 
pany, Herman Emmet Co. Offices 
are at 152 W. 42nd St., New York. 


Duffes to Moser & Cotins 

Kenneth S. Duffes, formerly 
with Comstock, Duffes & Co., Buf- 
falo, has joined Moser & Cotins, 
Utica, as account executive. 
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FARM and RANCH PUBLISHING COMPANY 


Nashville, Tennessee — Dallas, Texo 
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WASHINGTON, July 6—A series of 
20 clinics on the technology of the 
industry will feature the 64th 
annual convention of the Printing 
Industry of America, Sept. 17 to 
23, inclusive, at the Palmer House, 
Chicago. 

Heavy advance registration in- 
dicates that the convention will be 
attended by more than 1,000 of the 
nation’s commercial printers, ac- 
cording to Glenn C. Compton, 
PIA’s director of public relations 
here. 

The convention will coincide 
with the second and final week of 
the Graphic Arts Exposition at 
the International Ampitheatre in 
Chicago, where more than 200 
manufacturers of printing equip- 
ment and supplies plan to have 
exhibits. 

Most of the events on the PIA 
convention program are designed, 


Long Beach does things in a BIG way. Now it’s a home 


building project of 17,150 new homes in the Lakewood area 
—an area where the Long Beach PRESS-TELEGRAM 
is read by at least TWO of every THREE families. 

The PRESS-TELEGRAM is the ONLY newspaper 
that delivers adequate coverage in Long Beach and Lake- 
wood—a large and steadily growing market—a market with 
one of the nation’s highest Effective Buying Incomes. 


The Paper the People and Advertisers Prefer 
Represented Nationally by CRESMER & WOODWARD, Inc, 
Seale % is 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 
PITTSBURGH * CLEVELAND * DETROIT 


NEW YORK * 
cHicaco + 


BOSTON + BUFFALO * 
MINNEAPOLIS * SAN FRANCISCO * 
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KICK-OFF AD = 


THE SERVEL All—Year Air Conditioner is entirely 
different from any other in its operation. But in 
introducing it nationally, Servel had the problem 
of creating excitement in a market already well 
populated with advertisers. To make sure that 
dealers and consumers missed none of the unique 
features, this vigorous two-page spread was pre—- 
pared to start the national campaign. 


SINGING SLEUTH 


NOW BEING SPONSORED by Rexall Drug Company and 
10,000 Rexall drug stores is the anti-crime radio 
drama series "Richard Diamond, Private Detective" 
(Wednesdays, NBC). Screen star Dick Powell, shown 
here with "romantic interest" Virginia Gregg, 
plays the title role. During lighter moments in 
his weekly battles with the underworld, Powell 
usually finds time to sing a song or two. 


CHIQUITA BANANA of radio fame made a successful 
television debut this spring on nine stations in 
New York, Boston and Chicago. A 40-second offer of 
a booklet on banana cookery was hitched to an 
80-second Chiquita Banana movie playlet. Made 47 
times, the offer attracted 107,000 requests. The 
booklet was prepared by Ina Lindman (left), 
Director of Home Economics, United Fruit Company. 


THESE BBDO BUFFALO campaigns both received awards 
of merit in the Associated Business Publications 
annual advertising competitions. They might not 
have won prizes in an art show, but each is backed 
by a story of solid sales results. The Barcalo gift 
set was such a hit that the ad was revamped for the 
National Hardware Show. The Taylor ad helped sell 
dealers — for cash — 1,800 wall merchandisers. 


* & 
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PIA Schedules 20 Clinics on Printing 
Technology for Its September Convention | 


Mr. Compton said, to facilitate a 
study of the exposition. This is the 
industry’s first opportunity in 11 
years to make an over-all re- 
view of the potentialities of new 
equipment for increasing produc- 
tivity and improving quality, he 
said. 


s Although there will be five 
clinic sessions running concurrent- 
ly each day, Mr. Compton pointed 
out, they have been arranged to 
keep conflicts of interest at a 
minimum. 

Several important events close- 
ly related to PIA activities will be 
held during the convention week. 
The research and. engineering 
council of the Graphic Arts Indus- 
try will hold a membership meet- 
ing Sept. 19. That evening the re- 
search council will sponsor an in- 
ternational research dinner in hon- 
or of foreign visitors to the expo- 
sition. 

On Sept. 23 there will be a char- 
ter meeting of the Graphic Arts 
Education Council, now being or- 
ganized. 


General Mills V. P. 
Ad Results Studied: 
92% Okay High Pay 


MINNEAPOLIS, July 3—“Well 
paid” management is necessary for 
“good products at reasonable 
prices,” according to 92% of the 
interviewees in a recent public 
opinion poll on a General Mills 
institutional advertisement about 
vice-presidents (AA, March 6). The 
poll was taken by the Burke Mar- 


Cincinnati. 

The General Mills ad was head- 
lined “How Much Does a Vice- 
President Cost?” Copy explained 
that vice-presidents have the re- 
sponsibility of running a company 
that provides 12,000 jobs with a 
payroll of $43,500,000 and for pay- 
ing 13,000 stockholders a fair re- 
turn on their investment. 

The ad pointed out that every 
vice-president is an expert in his 
particular field and that the com- 
pany expects its officers to create 
more jobs and better products for 
customers. 


# Nineteen out of 20 of the peo- 
ple questioned said that well paid 
management is needed for “more 
and better” jobs. Replies showed 
that 58% consider $26,000 a year 
after tax deduction as “about 
right” for a vice-president’s salary. 
Some 13% thought $26,000 too 
high, and 7% said it was too low, 
while 22% had no opinion. 

The study also showed that 75% 
understood the immediate objec- 
tive or related purpose of the copy 
—45% the immediate objective 
and 30% a related purpose. The 
remainder had no comprehension 
of the purposes of the ad. 


‘Gallery’ to Bow in Fall 


The first issue of Gallery, na- 
tional magazine of the exhibition 
world in the fine arts field, will 
appear in September. Leon Teb- 
betts, president of Falmouth Pub- 
lishing House, Portland, Me., is 
the publisher; Paul K. Hogue of 
McCann-Erickson is advertising 
manager; and Walter Adams of 
Falmouth Publishing Co. is ex- 
ecutive editor. Initial issues will 
have about 5,000 circulation and a 
basic b&w page rate of $65. Sub- 
scription rates are $4.40 a year or 
40¢ a copy. Advertising and edi- 
torial offices will be at 129 E. 74th 
St., New York. 


Martin Joins Mogul Agency 


Joel L: Martin, formerly vice- 
president and director of research 
with Marion Harper Associates, 
has been named director of re- 
search and media of Emil Mogul 


Co., New York. 
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DALE NICHOLS, who pursues art as a philosophy as well as a vocation, 
here illustrates a basic point of ancient Chinese philosophy which 
applies to advertising. The Chinese were an artist people who 
liked to express their ideas in graphic symbols. Their dragon, 
for example, was a benevolent beast who expressed the 
transforming power of water. The Chinese universe, like 

that of modern physics, had two aspects: masculine 

and feminine, positive and negative, called Yang and 

Yin. Perfection is to be found in the golden mean: 

the balance of opposites or complementaries. In 

this advertisement, as in all black and white adver- 

tisements, the effect depends upon a proper bal- 

ancing of white and black, here conceived by the 

artist as Yin and Yang. (The robed philosopher 

standing beneath the dragon’s tongue is Lao Tsu, 

founder of the Taoist philosophy of the mean.) 

Most of the time we, at C M & H, are so busy turn- 

ing out fine engravings that we have no time to be 
philosophical. And yet, now that we are forced to 

think about it, the Yang-Yin principle does apply 

to our business. A fine engraving, black and white or 

color, results when many conditions . . . optical, 
chemical, mechanical . . . are perfectly balanced against 

each other. Maybe if we could teach our craftsmen 

Taoist philosophy, life would be simpler. We could 


say, ““Too much Yang, Jim, and not enough Yin.” 


COLLINS, MILLER & HUTCHINGS, Inc. 


America’s Finest Photoengraving Plant 
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Bowman Appoints Brodie 


W. H. Brodie, formerly sales 
manager of Bruno-New York Inc., 
has been named sales manager of 
Manning Bowman & Co., Meriden, 
Conn., manufacturer of electric 
housewares. 


Gets Furniture Account 

Southern Desk Co., Hickory, N. 
C., manufacturer of institutional 
furniture, has appointed Walter J. 
Klein Co., Charlotte, N. C., to han- 
dle its advertising. 
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MAIL ORDER SPECIALISTS 


U.S. Population 
Ts 150,000,000 
to 151,000,000 


Suburban Counties Have 
Greatest Increases; Big 
Cities Show Small Gains 


WasHINGTON, July 6—The 1950 
population census is virtually over. 
It will be several months before a 
reliable national total is published, 
but that figure—when it comes— 
probably will turn out to be just 
about what the Census Bureau an- 
ticipated. 

On the basis of virtually com- 
plete coverage, the 1950 figure 
seems certain to be between 150,- 
000,000 and 151,000,000. — 

Hundreds of thousands of indi- 
vidual reports have to be checked 


for duplication, but one expert, 


whose judgment is as good as 
anyone’s, said: “If I had to 
bet my own money, I’d say the 
final figure will be 150,300,000.” 


s A number of trends are evident 
from the data already reviewed: 

1. For one thing, comparative 
1940 and 1950 figures for big cities 
show that, generally, there were 
only small or moderate gains with- 
in corporate city limits. Big gains 
are in the suburban counties, 
where the housing developments 
are under way. 

2. The increase in the number 
of family units—basic marketing 
factor for autos, housing, appli- 
ances and many other items—may 
exceed expectations. From 35,000,- 
000 in 1940, it appears to be head- 
ing for 43,000,000 to 45,000,000 in 
1950. 

3. Mechanization and speciali- 
zation are leaving their mark on 
farm population in many states. 
In fact, the percentage of popula- 
tion on the farm has dropped to 
an all-time low of 17% or 18%, 


compared with more than 20% in 


1940. 


s Now that the big job of taking 
the census is almost over (all but 
25 of the 450 district offices al- 
ready have closed down, and most 
of the others are in the process of 
closing down), the reports are be- 
ing assembled for editing. In about 
a month, the big job of punching 
cards begins. 

Though the punching job will 
take a year, Census Bureau plans, 
through sampling, to begin issu- 
ing reports on principal character- 
istics of the population this fall. 
A firm population figure must be 
ready for the President by Dec. 1. 

By next April, final population 
figures by detailed geographic sub- 
divisions will be available. The re- 
mainder of 1951 will bring addi- 
tional information on population 
characteristics, by age, sex, etc. 


w Figures for metropolitan areas 
still must be assembled. But 
enough has been done to confirm 
the migration to the suburbs. 

For example, New York City is 


Don’t let him wander... 


Guide him with the ‘YELLOW PAGES’ 


It doesn’t pay to rely on your prospect’s persistence in looking 
from store to store for your product. Sooner or later he may 
become an easy mark for “why bother... this is just as good.” 


Trade Mark Service can help you prevent substitution by leading 
your prospects right to your dealers. This is the way it works. 
Put your trade-mark or brand name over a list of your dealers in 
the ‘yellow pages’ of the telephone directory. Then run a line 
like this in your national advertising, “You'll find our dealers 
listed in the ‘yellow pages’ of your telephone directory.” It will 
make shopping easier for prospects...and substitution tougher. 


For Terther information, call yeur local telephone business office or see the latest issue of Standard Rate and Data. 


A tie-in like this is mighty good advertising insurance. 


Advertising Age, July 10, 19% 


up from 7,454,995 to an estimate 
7,800,000. But adjoining countie 
in New Jersey, Long Island ang 
even Connecticut are doing eve 
better. Nassau County, L. L., with 
630,000, had a 63% increase. Suf- 
folk, L. I., totals 380,000 and Fair. 
field, Conn., more than 500,000. 
The shift to the suburbs is wel] 
illustrated by the figures for the 
Washington metropolitan area. The 
District of Columbia is up from 
663,091 to 780,000, and the metro- 
politan area from 1,250,000 to 1, 
500,000. The district’s 1950 popula- 
tion is down 75,000 from the Cen- 
sus Bureau’s estimate for 1948. 


@ The figures have been carefully 
checked. Census Bureau believes it 
can show that most of these 75,- 
000 people subsequently moved 
into rapidly growing Maryland and 
Virginia suburbs. 

The downtrend in farm popula- 
tion is evident in returns from rur- 
al portions of Montana, Wyoming, 
the Dakotas, Iowa, Indiana, Ken- 
tucky, Southern Minnesota and 
Southern Illinois. Losses in rural 
Oklahoma more than offset the 
gains of Tulsa and Oklahoma City, 
Rural Texas has suffered badly. 

On the other hand, states with 
less mechanized crops—the Caro- 
linas, which specialize in tobacco, 
and Wisconsin, with dairy prod- 
ucts—are holding their own. 


s Among the states that stand out 
in the cenSus is New Jersey. Cities 
like Newark and Jersey City seem 
to be losing population, but on the 
basis of returns from about half 
the state’s counties, New Jersey 
appears to be in for a 1,000,000 in- 
crease. Its population will be in 
the neighborhood of 5,000,000. 
Others that show substantially 
increased populations are Califor- 
nia, Oregon and Washington, Flo- 
rida, New York, Ohio, Texas, New 
Mexico and Arizona. Phoenix is 
up from 65,414 to 105,003; Albu- 


querque from 35,449 to 97,000. 

The contest between Philadel-) 
phia and Los Angeles for third 
place among metropolitan areas 
remains unsettled. Los Angeles 
will certainly nose Detroit 
out of fourth place, and the’ 
Los Angeles metropolitan area, 
with about 4,000,000, may push’ 
Philadelphia out of third. How- 
ever, the corporate area of Phila- 
delphia is believed to have 2,000,- 
000, compared with 1,954,036 for 
Los Angeles proper. 


Horton and Newcomb 
Get Singer Promotions 


Singer Sewing Machine Co, 
New York, has appointed Harold 
H. Horton, previously advertising 
manager of the company, to the 
newly created post of director of 


G. L. Newcomb 


Harold Horton 


advertising. Mr. Horton has held} 
the ad manager’s post for the past 
12 years and has been with the 
company for 25 years. 

G. L. Newcomb Jr., who joined 
Singer in 1940 and was assistanl; 
advertising manager, has bee 
named to succeed Mr. Horton a 
advertising manager. 


Norris Candy Names Coleman 


Mrs. E. M. Coleman, former! 
advertising manager of Red Rock 
Bottlers Inc., has been appointed 
advertising manager of Nor 
Candy Co., Atlanta. 


Gets Luggage Account 

Alfred J. Silberstein, Bert Golé 
smith, New York, has been re 
tained to handle the advertisin 
of Oshkosh Trunks & Luggagé 
Oshkosh, Wis, 
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NEW OFFICERS—Newly elected officers of the Los Angeles Advertising Women Inc. 
get together for the first time. Left to right, standing: Margaret Zoll, Dana Jones 
Co., treasurer; Betty Ann Hudson, Charles Ross Advertising, director; Norma Jean 
Wright, Merchandise Dramatization, director; Adene Latta Wilson, “Prudence Penny” 
of the Los Angeles Examiner, director; Audrey Westcott, Western Confectioner, cor- 
responding secretary. Seated, Doria Ballj, TV Ad Inc., recording secretary; Beatrice 


Kentz, Batten, Barton, Durstine & Osborn, outgoing president and. director ex- 

officio; Helen Edwards, Helen Edwards & Staff, Ist vice-president; Mary Buchanan, 

Union Pacific Railroad, president; and Ruth Miller, A. M. Rothenberg Associates, 2nd 
vice-president. ; 
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On Your Dial Radio 
Program Service Is 
Sold in Five Areas 


SEATTLE, July 6—Radio programs 
for major stations in a city are 
provided three times a year by di- 
rect mail by On Your Dial Adver- 
tising Service, now rounding out 
its first year. 

The idea was tested in Wenat- 
chee, Wash., in June, 1949, by Ca- 
nadian founders and later was sold 
to three men who now make Seat- 
tle their headquarters and issue 
franchises for publication of the 
programs in other cities. W. P. 
Lawrence is president; C. W. Ram- 
age is vice-president and adver- 
tising manager, and Andrew G. 
Lucas, secretary-treasurer. T. N. 
Tracy is Washington representa- 
tive. 


a The log is published city by 
city and lists established radio pro- 
grams for each day of the week. 


| The log is issued three times a 


year—in June to catch the sum- 
mer changes in programs, in Oc- 


| tober for the winter season, and 


in February. Distribution is by 


| direct mail. In Seattle, Heiden’s 


Mailing Bureau handles it, using 
lists obtained primarily from tele- 
phone and city directories. 

At present, logs are published 
for Portland, Ore., Dallas, Denver 


and in upper New York state and 
southern California. 

Advertising appears in a T for- 
mation over and between logs on 
each 7x9” page. Printing is in two 
colors. The advertising charge var- 
ies with the distribution in a city. 


Fairchild Changes Cost 
of Two Business Papers 


Fairchild Publications, New 
York, has raised the basic sub- 
scription price of Retailing Daily 
from $6 to $9 per year. The Cana- 
dian — will go from $8 to $11, 
si5. the foreign price from $12 to 

15. 

Simultaneously Fairchild an- 
nounced a price reduction from $4 
to $3 per year for Footwear News. 
The Canadian price will remain 
the same as the domestic rate. 


Philip Morris Airs News 


Because of the heightened in- 
terest in news reports due to the 
Korean crisis, Philip Morris Co., 
New York, will sponsor Bryson 
Rash with five minutes of news 
during Walter Kieran’s vacation 
thfs year. Mr. Kieran’s ‘One, Man’s 
Opinion” (ABC) will be replaced 
by the newscast for a few weeks 
starting July 17. 


RCA Promotes Bernard 


Thomas J. Bernard has been 
named assistant director of public 
relations of the RCA Victor Divi- 
sion, Radio Corp. of America, Cam- 
den N. J. He formerly was man- 
ager of institutional promotion. 
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: Here are 6 reasons 
to dial— 


Have your copy photos, photo prints, photostats, bromide en- 


largements, ektachromes and kodachromes made by Pontiac and 
save valuable production time. One of Pontiac's Six Unified Services 


ARTISTS © PHOTOGRAPHERS @ COLOR 


PROCESS 


PHOTOENGRAVERS © TYPOGRAPHERS @ ELECTROTYPERS 


PONTIAC ENGRAVING & ELECTROTYPE CO. 


812 W. VAN BUREN STREET © CHICAGO 7, ILLINOIS 
that number is HAymarket 1-1000 


O- 


“COOL” is 
today’s really hep term 
for what used to be known as “sharp”, 
“the nuts”, “keen”, “the berries”, or (if 
you go back ¢his far, congratulations!) 
“peachy” . . means, of course, unusually fine— 
the tops . . which just fits this 23% inch, 
full color lithographed giant .. You never 
saw a more thirst-making sight! . , Yes, sir, 
this is a C-O-O-L job any way you look at it. . 


INLAND makes a specialty 
of the unusually fine — the tops —in 
lithographed cardboard displays of all 
kinds, for every type of business . . 
Call us in on your job — today! 


simple but 
effective con- 
struction plus 

fine lithography 
make these recent 
productions 
stand-outs, too. 
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'NLAND’S UP-TO-THE-MINUTE 
‘INCLUDES A BIG NEW 4-COLOR 
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Samples? Gladly— 
write us today! 


328 So. Jefferson St. 
Chicago 6, Illinois 


* represented in principal cities * 
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Rural Radio Net 
Tests Listening 
Potential of FM 


NEw York, July 5—Rural Radio 
Network, most of whose stations 
are newspaper-owned, and the 
New York Times’ WQXR-FM 
have launched a cooperative pro- 
gramming and promotion venture 
designed to make more people 
aware of what frequency modula- 
tion broadcasting has to offer. 

First step in this well-planned 
campaign came last week when 
the network’s upstate affiliates be- 
gan picking up the evening sched- 
ule of WQXR-FM. These pro- 
grams, of course, are duplicates 
of those of WQXR, whose special- 
ty is classical music and news. The 
network has 11 affiliates in rural 
New York and one in Pennsyl- 
vania. 

Rural Radio Network began 
airing WQXR’s programs on a 
regular schedule July 1, after an 
experimental run to test listener 
reaction and technical reception. 
RRN is networking, by way of 
radio relay, the New York station’s 
broadcasts from 7:30 to 11:06 p.m., 
EDT, Monday through Saturday, 
and from 3 to 11:06 p.m., EDT, 
Sunday. Previously the network’s 
program day ended at 7:30 p.m., 
EDT. 


# For the time being WQXR’s pro- 
gram sponsors get this additional 
circulation as a bonus. Each sta- 
tion will, however, cut in for its 
own spot announcements, In addi- 
tion to the Rural Radio Network 
stations, WQXR’s programs also 
are carried by WFMZ, Allentown, 
Pa,, and WBIB, New Haven, Conn. 

The Times station is not receiv- 
ing payment for the use of its 
programs. “We consider this a 
mutual arrangement,” said Elliott 
M. Sanger, executive vice-presi- 
dent of WQXR. “Our § station 
stands to profit from any activity 
which stimulates frequency modu- 
lation broadcasting sufficiently to 
influence people to buy sets. In 
addition, of course, we gain addi- 
tional listeners for our New York 
Times hourly newscasts.” 

To attract listeners to the Rural 
Network’s new evening schedule, 
several newspapers ran full page 


DO YOUR OWN 


plastic binding 


for only a few pennies a book 


You can definitely improve the ef- 
fectiveness of your catalogs, pres- 
entations, reports, with GBC plastic 
bindings and equipment.* You save 
more than 50% over fastener-type 
covers. Booklets open flat . . . pages 
turn easily... have added color. 
Anyone can operate. Complete GBC 
equipment costs less than a type- 
writer! 

*Patents Pending 


Special free trial offer try this 
equipment in your own office or plant. 
No obligation. Satisfaction guaranteed! 
Send today for full infor- 
mation and 2 FREE handy 
pocket memo books bound 
on this equipment. 


General Binding 
808 W. Belmont Ave., Dept. AA-7-10 
Chicage 14, lil. 


memo 


advertisements. The cooperation of 
receiver manufacturers also is be- 
ing solicited in the promotion. 
Zenith Radio Corp., in particular, 
has urged its dealers to take this 
opportunity to push the sale of 
FM receivers. 


s Headquarters for Rural Net- 
work are at WHCU-FM, Ithaca. 
Station WHCU-FM, and three 
other stations, are owned and op- 
erated by the network. 

Michael R. Hanna, general man- 
ager of the network, told AA that 
three hours of network program- 
ming were sponsored at the time 
the expanded schedule was put 
into effect. However, none of the 
stations associated with the group 
is making money. 

Listed among the hookup’s lead- 
ing advertisers are United Fruit 
Co., New Idea Division of Avco 
Mfg. Corp., Grange League Fed- 
eration, American Agriculturist, 
and Empire Live Stock Marketing. 

Mr. Hanna said several stations 
have asked to join the network, 


but were turned down because of 
Rural Network’s desire to restrict 
itself, for the moment at least, “to 
a tight regional market.” 


a In the daytime RRN airs a 
specialized type of fare designed 
to be of service to farmers. Now 
it has added nighttime program- 
ming with an equally specialized 
group—“good music” lovers—in 
mind. 

Mr. Hanna declined to predict 
the date when this ambitious ef- 
fort will begin to pay off in dollar 
returns for the station owner’s in- 
vestment, but he is confident that 
it will eventually, if properly sup- 
ported. 

There have been a few queries 
from advertisers, but a major push 
to attract sponsors to the network 
will not be made until the pro- 
grams have had an opportunity 
to demonstrate their drawing 
power. 

“When we talk to sponsors, we 
want to be able to show them what 
we have to sell,” Mr. Hanna stated. 


He added that hundreds of letters 
already have been received from 
listeners praising the test broad- 
casts. 


Westinghouse Sends Booklet 


The appliance division of West- 
inghouse Electric Corp., Mansfield, 
O., has released a 44-page booklet 
to its laundry equipment dealers 
emphasizing the demonstrate-to- 
sell theme. How to promote suc- 
cessful Laundromat and Clothes 
Dryer demonstrations at store and 
home parties is explained to the 
dealer. Plans are given for organ- 
izing and presenting the parties 
with the use of ads, displays, radio 
spots and direct mail pieces. 


Distributes ‘TV Guide’ 

TV Guide, New York, weekly 
magazine of TV program news and 
listings, is being distributed 
through the facilities of Cowles 
Magazines Inc., effective July 1. 
TV Guide, which has more than 
200,000 circulation in its coverage 
area of New York, is the first non- 
Cowles publication to be distri- 
buted by that company. 
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Given Control of Teletyping 


In a new contract, the Washing- 
ton local of International Typo- 
graphical Union (AFL) has been 
granted union jurisdiction over 
teletypesetting machines on the 
Capital City’s four daily newspa- 
pers when, and if, automatic type- 
setting replaces the manual lino- 
type operator. The local also ap- 
proved an increase of $1.50 a week 
for all shifts, retroactive to May 1, 


Jones Agency Names Fremd 

Theodore Fremd has been named 
an account executive in the New 
York office of Ralph H. Jones Co, 
He was formerly merchandising 
manager of G. M. Basford Co., New 
York, and advertising and mer- 
chandising manager of the appli- 
ance division of Yale & Towne 
Mfg. Co. 


Faust Heads Post 170 

Holman Faust, of Schwimmer & 
Scott, was elected commander of 
Chicago Post 170, American Le- 
gion, at the annual meeting June 
26. Norman D. Buehling, Fensholt 
Co., was made first vice-comman- 
der. 


~* 


ighted window. late at night... 


The Bakers” bridge foursome broke up some 
time ago... The neighborhood Juliet made a 
triumphant and unmuffled return home in her 
Romeo’s hot rod... The local dogs have let out 
their last duty barks and subsided . . . The long 
drawn, mournful hoo-hooooo of the midnight 
express has dwindled in the distance... 

Locust Street sleeps soundly in the sooty 
dark and the hushed stillness...except for a 


single lighted window. 


In THE room with a lighted window, Bill Jones 
is reading a magazine he brought from the office. 
When he arrived home with it, Mrs. Jones 


young kids recognized Dad’s Not To Be Disturbed 
night...and they all kept quiet. ; 
After dinner, Bill went up to the room where he ~ 
has a desk, likes to work or think something out. 
For several hours he has been working with his 
magazine ...thinking about automatic machinery 
and alcoholism, daughters marrying and deficit 
financing, Congress, cortisone, Oregon industry 
and investment trusts, the Soviet food supply, — 
personality traits, public school systems, raising 
risk capital, railroads, Europe’s cartels, employee 


aptitudes, military schools, mustaches, the baby 
crop and Buffalo Bill. 


resigned herself to missing the second show at the 


Bijou. The older Jones boy figured he could get the 
family car without an argument, and did. The 


Nort ror Mincets . . . J. P. Morgan & 


BusINESSMAN’S BUTTERFLIES...Stomach 


By midnight he downed a few of his doubts, 
secured a new slant on a personal problem, refilled 
his idea file, and feels better when he goes to bed. 


But Jones is an American stereotype, as taken 
for granted as our shade trees and Saturday off, 


Co. ranks 25th among US banks, but is 
No. 1 in tall traditions .. . ‘‘Who Banks 
at Morgan’s” by Arthur Bartlett... 


Grows THE Lone Green . . . Howard 
Wagner made a million raising thirty 
types of grass seed in remote Oregon 
valley...‘‘Grass Seed is His Business” by 
Ben James... 


ulcers, heart trouble, hypertension are 
executive eccupational hazards, but can 
be prevented by sane living . . . “Where 
Brakes are put on Breakdowns,” by John 
La Cerda & Mary Ann Ramsey... 


AND A DOZEN OTHER stories and features 
of prime significance for business men in 
the July issue of Nation’s Business... 


Bill st 


years 
comp 
busin 

H 
to his 
he cc 
provi 
water 
and B 
our le 


VY 


most 
readi 
hours 
B 
makir 
ideas 
what 
like v 
W 
he ha 
W 
PTA, 


veloc 


ig * 
ee a a Pr 
Pen ( 
low-p! 
years 
azine 
fall a 
marke 
The 
and re 
in 806 
newsp 
in Be 
lier’s, 
Look 
Post d 
and in 
a To 
and n 
displa, 
ads w 
000 d 
De eS pens. 
oe 1% ae ee ad ee een cain AEE oy ees Ce ear. Sk oe 
a OT a Ee os emp t fe ee. Pts arse en ae i eR Ni a ee ere ke : 
(gS ie aes DT ah Sl gs aes SS Eo art pee ee Oi ne Eg Nog 
‘ee ge ‘go Fa "Eile tt hfe eye aa Ae AE AAT es paaesns Aa . ne a tas ores 
oe a Dee ae ee es Ce a ELON oe 7 
ee Rae Pate ie ee ge Bat a | 
RMN Fe pt Behe Na aie 2 eee = eee Me 
os ott es eae Ry Sar, eee nede ic ve hla it ret, ee Ra os" a ee ae 
Ee ous 2) eee eg ree ee te Lt Se on = pS acc, ee Bist oe 
Dn? dip reals * Caos 2 me ae peer gees ee ate eae a) Be 6 ee grim me eal ie Se cad Lee 
Pees, Ape et 2, Se an ee ae . Dey a " Pest fot BY in Sink a . i) | 4 coe ene etek tn Poa abag yee sles aie: 
Sie eee > op Pick: 7 ea eee eam Ce se te RR eae Ga ea 7 PERRET Ying? “TO Seah 4 aie tee ee | 
ee ia Yen: “er id Paar Fy ae = poe fo rte See We ry OR ot Ae nee pia gO oe . 
ee i wa aie a: a igi : TE eat, ie Pi sie O sod agian us * =» \\ rs | Tees Bere her bet eee ny : | 
a aos pia <') eeee bare fe actin See dee es ti i s\ «ale Nea is Lg Sg Tea * a A | 
anee ae Ms + Cae erreur. ie oa: i it, ge Bae ae | 
aT = Tae Set yee. a o ti See VANS / + get hd at a on aaa ‘Sa pi 
iad bree ~ snd ey CNG : ie MNES nhs ia a i = + oh © lee ae ra 4 Pie, “4 
Vo ent, ro ee ae ft ee aa soll oe Plies ee Sie, 
. Bt ip Fick 3 Racegeen ae ae oss Ae 
rn 8 83 i ders : 
a Oy ee Stee ae. ; ee . * 
“ge le eta oe iad ee ee € a oo a by ; 
ee pe ne ragh. eagette neteerten Fiano ih ng Sie eer es ee ee ou, oe 
- ee ee ' al ca oe As oo, oe py igen fen ae cies ako om a o cine ae P ms 
pee tk 3 ie i ik ah tees et a Bie nih eee abtihy ahee Mak Cg re) feng eee eB F Ba ote Se Pe Ne ta ee 
Re iy ei pe kren, Serna ie. caeae, PG, Ae ey mea rere ae ORG ae to a ees Wie pay ck 
ie a ee > Se er ae ae OP Ate ast ee remem | 
Pacer Sane te 2S updo ety ss Pk Roe Rod nS MSI a Se ge oes ete? Coie :: 2h Cee Co ; H 
iS ikelg apa, SIE a as ae icy Meee abt Cece ce ee DOCS ae ae , 
isch 5 ipa ee Pa Ble a werner gS Pee ne nee eg etree id. met sos a aimee fa a a ees aie, 
a ead de Seema ic at. PS eo Tee ls a Muti voit aad Unite RDM ef 3? be, ae «2b ee ~) ee Engla 
ete is et se ew a Se eRe a al ee i Recharge Rac ee a Mees yore eas * ei 
MR ns en” Be enh er) af ep, Veet s: i A ee ese. ee Na = ag TT. ee me 
a Oe eee 4 FcR eee eek Fc, aes uch et sayetaee Gea eee, 2e new li 
nee A eae ple ae Cee oie gaat es ae 
a ame aig, | Re Ai Oe eee Prcrt Une eee Rae ta ie fae Spohn fag te Ri 9S Hn Ris oe 
a er eg ee ee et Peek pe eee ae ae et Sars his ene ae as 7 
ote ny se teat oe fo hye re ga Ae eu dais 1 mage = = anti de Rin st Sie NE 1 {ee eee 4 wait oe . | . 
A “oe Fe NE darts Gey tt rae ed comet SES aye “aa pain ar) lives 
Be te ae target: Pete Ret MES ns coun 5 ty Som FB oy AP Bet ee eee oe a ger a 2 cet ae b 
be ee Os aE ah a Dae ee ee Nel tod Socincara tS, Pests Foie cost 1 
oa as Te RNR dale | rs 
te ee ¥ 
| 
| 
é Ne 
 § DS 
SS Ne 
VS r\ 
SS. 3 | 
> —S 
— 
Sees cccccccesecceeeecees ey. 
| COCCCSOOOSOEOEOESOOEEEEOOEEELESESEOEOECES J Fh ece seco 
Ne dt Ne 
| 19 Po 7 
. na 
ai iP, TE 
& 
sy 
oe cer My : = : : ade as at a : ; : bee cee i a : 3 : Renee es em be f ou REN Sate i 5 ihe etic § Sar ee ad a as ’ 
ee ee rt ee Br re ce ha rs ae ee tea ete ce oct ee a rig atime EE RAG: cll Rat PI 


Advertising Age, July 10, 1950 


Parker Sets Fall 
Promotion for New 


$3 Fountain Pen 


JANESVILLE, Wis., July 6—Parker 
Pen Co. will introduce its first 
low-price writing instrument in 16 
years with a newspaper and mag- 
azine advertising campaign this 
fall aimed at the back-to-school 
market. 

The new pen, called the Parkette 
and retailing at $3, will be featured 
in 800 and 1,000-line ads in 354 
newspapers and in page b&w ads 
in Better Homes & Gardens, Col- 
lier’s, Country Gentleman, Life, 
Look and The Saturday Evening 
Post during August and September 
and in Esquire in October. 


a To supplement the newspaper 
and magazine drive, lithographed 
display material adapted from the 
ads will be distributed to the 15,- 
000 dealers who handle Parker 
pens. 


Copy in the ads will stress the 
low price of the pen—40% less 
than any of the company’s present 
models. The Parkette has an in- 
terchangeable nib section, a point 
made of octanium alloy, and is said 
to incorporate features of Parker’s 
higher-priced lines. 

J. Walter Thompson Co., Chi- 
cago, handles the account. 


‘Builder’ Boosts Rates 


American Builder, Chicago, a 
Simmons-Boardman publication, 
has increased its 12-time page rate 
10%, effective July 1, in its first 
rate revision since 1946. Adver- 
tisers now running schedules will 
be protected at the old rate until 
Jan. 1 or until the end of their 
contract year. The publication has 
shown a circulation gain of 23% 
in the past six years. 


Gets Clothing Account 

Muter, Culiner, Frankfurter & 
Gould, Toronto, has been named to 
direct advertising for Wm. H. 
Leishman & Co., Toronto, subsid- 
iary of ;Tip Top Tailors, Toronto. 


LEADS NEW SERIES—This 24-sheet poster is the first of a new series for the U. S. 
Navy Recruiting Service, scheduled to appear soon. The poster series and recruiting 
station street signs are the work of Joseph Binder, of Binder Studios, New York. 


CofC Plans Two Meetings 


The domestic distribution de- 
partment of the Chamber of Com- 
merce of the United States has 
announced plans for two regional 
marketing conferences. The first 
conference will be held Oct. 13 at 
the Hotel Andrew Johnson, Knox- 
ville, Tenn., and the second on 
Nov. 9 at the Hotel Shamrock, 
Houston. 


Two Form New Agency 


Walter W. Michener, formerly 
with Charles Blum Advertising 
Corp., McLain Organization, and 
Sun Oil Co., and Edward P. Hol- 
land, formerly with the Blum 
agency and Philadelphia Quartz 
Co., have formed a new agency in 
Philadelphia under the name of 
Michener & Holland, with offices 
in the Lincoln-Liberty Bldg. 


pay checks and permanent waves...a business man. 

His forebears were pioneers, arrived from 
England in the seventeenth century or Trieste in 
the twentieth . . . people who took a chance on a 
new life. 

He is taller, better fed, had more schooling, 
lives better than his parents. His kids are ditto, 
cost more, expect more, are not entirely aware 
of their advantages. 

Without family backing or influential friends, 
Bill started at an ordinary, low paid job. Over the 
years he became a cog in a big corporation, or a 
competent specialist, or owner of some smaller 
business concern. 

His high level of income and influence are due 
to his own efforts and a break or two . . . because 
he contributes to our peculiar economy which 
provides orange juice, unemployment relief, hot 
water, college courses, automobiles, parity prices 
and Bing Crosby for an incredibly large portion of 
our large population. 


Waar Bit contributes, though his wife and 
most wives rarely understand, is himself. . . the 
reading, study, thinking, planning after business 
hours, which equip a man to contribute more. 

Because business is not merely a matter of 
making money, but of imagination, inspiration, 
ideas ... getting people to do things, and to like 
what they’re doing .. . getting the customers to 
like what’s been done. 

With a wife, and women help and customers, 
he has to be interested in what interests women. 

With children, his interests include education, 
PTA, playgrounds, speed laws, Sunday school, 
velocipedes, vacations, dances and Donald Duck. 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, CLEVELAND, 
SAN FRANCISCO AND LOS ANGELES 


With a home and possibly owning property, he 
is interested in grass seed, oil heat, deep freezers, 
police protection, zoning laws, local government, 
community affairs. 

He is a citizen of a country which has gone 
through the most expensive war in history, gives 
handouts to half the world, spends one-fifth of its 
income in taxes . . . and he has to be interested in 
government and foreign affairs! 


=" pas 


All of which serves to explain why Bill Jones’ 
magazine, Nation’s Business, is concerned with 
more than the mere mechanics of business... . 
concerned with everything that interests or affects 
the business man. 

And also why this magazine is interesting 
enough to business men that they pay $15 in 
advance for three-year subscriptions. 

And why this magazine interests more business 
men—has 660,000 circulation, nearly twice that 
of any other business publication! 

And why Nation’s Business reaches more of 
the business market—more big business and small 


—than anything in its field . . . offers advertisers 
the most effective and economical access to this 
huge market. 


Any Nation’s Business office can tell you more 
about the opportunity in this medium. 
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Biow’s ‘Take It 
Signed by Victor 


New YorK—Thanks to “Take It 
“Take It or Leave It,” which Biow 
Co. originated 10 years ago, the 
agency now has a foot inside the 
door of Radio Corp. of America. 

Starting Sept. 10, RCA Victor 
division will sponsor the quiz over 
NBC. This is a week after Ever- 
sharp Inc. ends a 10-year run as 
backer of the program. 

Currently, all RCA billings—with 
the exception of slight expendi- 
tures by Radio Marine Corp. of 
America and RCA Communications 
—go through J. Walter Thompson 
Co. The advertiser was sold on 
“Take It or Leave It,” which fea- 
tures Jack Paar asking $64 ques- 
tions. Since the show is an agency 
package, Biow automatically comes 
in for a share of the RCA billings. 

Eversharp, meanwhile, is ex- 
pected to retire—at least tempor- 
arily—from radio. Television ‘will 
profit from this, with an expanded 
spot campaign. Newspapers and 
magazines also will get a share 
of the money, which formerly went 
into network broadcasting. Biow 
is Eversharp’s agency. 


Imperial Oil Ups Robinson 


C. A. Robinson, formerly sales 
manager, has been appointed as- 
sistant manager of the marketing 
department of the Ontario division 
of Imperial Oil Ltd., Toronto. He 
is succeeded by E. L. Moriarty, for- 
merly merchandise coordinator for 
the division. 


Quality Chekd Names Quitter 
Harold A. Quitter, formerly mer- 
chandising manager and director 
of the sales training school of Bow- 
man Dairy Co., has been named 
director of merchandising of Qual- 
ity Chekd Association, Chicago, 
producer of dairy products. 


ee PICTURE 
YOuR PRODUCT 


Women everywhere will be delighted to 
get your product in this colorful, handy, 
plastic drawstring bag. It’s new. It’s 
different. And it offers unlimited re- 
use value. 

Durably fashioned from vinylite or 

lyethylene, these neat bags are per- 
Sect for packaging toilet soaps, bath 
salts, cosmetics, etc. Available in a 
variety of colors with contrasting draw- 
string. Size illustrated is 9” x 10". Can 
be furnished to your requirements. 


Write for sample and prices. 


The SILLCOCKS-MILLER Company 
Pioneers in Plastic Fabrication ij 


Since 1910 © 


11 WEST PARKER AVENUE 
MAPLEWOOD, NEW JERSEY 
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Magic Chef Ties In 
with L-P Campaign 


Sr. Louts, July 5—A national ad- 
vertising campaign slanted at L-P 
(liquified petroleum) users and 
dealers in small towns and rural 
areas has been announced by 
American Stove Co., manufactur- 
er of Magic Chef ranges. 

The campaign will tie in with 
a $1,000,000 L-P gas ad program 
sponsored by the Liquified Petro- 
leum Gas Association and will 
supplement the full-scale promo- 
tion of Magic Chef ranges an- 
nounced recently (AA, June 26). 

American Stove will run full- 
page ads this fall in California 
Farmer, Farm Journal, Farm and 
Ranch, Kentucky Farmer, Pro- 
gressive Farmer and Successful 
Farming. They will stress the de- 
pendability of gas over electric 
cooking, plus the fact that Magic 
Chef ranges can be purchased for 
as little as $119.50. 

Dealer promotion started with a 
four-page color insert in the July 


send Now for your FREE 


copy of the 


ROYAL ROAD 
TO RICHES 


Flowers of Hawaii, Ltd., 

the World's largest growers 
and distributors of 

exotic Hawaiian Orchids, 
Flowers, Leis, Foliages, 

Ti Palms, Fernwood, Woodroses, 
and creators of 

exquisite Hawaiian Novelties, 
has just published its 

1950 Brochure— 

the first complete showing 

of Tropical Horticulture! 


Send for this beautiful 

folder today—read it 

from cover to cover. 

It will give you literally 
dozens of fresh, exciting 
ideas for promotions 

that win sales—for displays 
that attract attention. 

Your clients will be 
fascinated with your strikingly 
new approaches for their 
traffic-building problems. 

It will help you 

increase their profits— 

and yours—at any given time. 


Because Flowers of Hawaii, Ltd. 
are growers on the 

Big Island of Hawaii, 

as well as distributors 

in the United States, you'll 

be amazed how inexpensive 
the use of tropical Horticultural 
products can be in stimulating 
business during slow seasons— 
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or any given time! 


Flowers of Hawaii, Ltd. gave 

you Princess Aloha Orchids, 

the famous, dewy-fresh Orchid 
flown directly from Hawaii to you. 
Now Flowers of Hawaii, Ltd. 

offer you a full line of marvelous 
beauty—direct from the Tropics! 
You'll want our beautiful brochure 
for your permanent files. 

No obligation, of course, but hurry! 
Supplies ar» limited. 


Dept. AA 
DUnkirk 8-5106 Whe Regal Line ww 
F S OF HAWAIH 
tt sabioo renown 


"2016 Wilshire Boulevard, Los Angeles 5, Calif, 
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issue of L-P Gas. It gives the 
dealer a brief resume of Magic 
Chef’s approaching national ad- 


vertising campaigns. Full-page 
Magic Chef ads will appear in 
L-P Gas monthly. 


The account is handled by 
Krupnick & Associates here. 


Swanson Joins Reach 


Donald G. Swanson has joined 
the art staff of Chas. Dallas Reach 
Co., Newark, N. J. He was formerly 


with Roth-Schlenger Studios, 
Newark. 


‘Today's Woman’ Rates Up 

Effective with the January, 1951, 
issue, Today’s Woman will have a 
circulation guarantee of 1,100,000— 
a 100,000 jump over the present 
figure. Ad rates will go up 10% at 
the same time. 


Price Appoints Foran 

Stanley W. Foran has joined 
Dick ce Motor Co., Dallas, as 
director of public relations and 
advertising. He was formerly with 
Dr. Pepper Co. and Tracy-Locke 
Inc., Dallas. ; 


Bories Appoints Wall 

The Bories Organization, New 
York, radio and television program 
producer, has appointed Lewis B. 
Wall, formerly vice-president of 
the Pre-Mix division of Pillsbury 
Mills, as vice-president and gen- 
eral sales manager. 


Pack Forms Own Agency 


Alvin G. Pack, formerly execu- 
tive vice-president of Station 
KALL, Salt Lake City, has formed 
his own advertising agency at 1214 
E. Second S., Salt Lake City. 
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San Diego Admen Elect 


Norman B. Foster, account ex- 
ecutive of Barnes-Chase Co., has 
been elected chairman of the San 
Diego Advertising Agency Asso- 
ciation. Wayne Justin, of Preston 
Justice Agency, has been named 
vice-chairman, and Don Driese, of 
Tolle Co., secretary-treasurer. 


Joins French & Preston 

French & Preston, New York, has 
named Charles L. Hutchings, for- 
merly with Erwin, Wasey & Co., 
as copy director. 


It's MEN! 
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It's BIG! 
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It's your BEST 
MAN MARKET! 


Sell the best man in every dozen . . 
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Names Steinwart President 
Erwin G. Steinwart, in charge of 
the Cincinnati division of Island 
Creek Coal Co., has been elected 
president of Cincinnati Sales Ex- 
ecutives Assn. Other officers are: 
Fred J. Schott, vice-president 
in charge of sales, Fashion Frocks, 
lst vice-president; Lester E. Fran- 
cis, advertising manager, Emery 
Industries, 2nd vice-president; Jes- 
sie McMullen, Cincinnati Chamber 
of Commerce, secretary, and 
William M. Strayer, sales promo- 
tion manager of H. W. Nichols 
Salesbook Co., treasurer. 


General Foods Sets 
Sept. 11-17 As Its 
‘Magazine Week’ 


New YorK, July 5—General 
Foods Corp. has designated Sept. 
11-17 as General Foods National 
Magazine Week and will run a 
special poster campaign late in the 
summer for grocers handling the 
company’s products. 

The poster promotion will fea- 


ture a package for grocery stores, 
consisting of eight product posters, 
each of which features a General 
Foods product. The posters also will 
show the front coyer of two maga- 
zines. Eight posters will push prod- 
ucts selected by the grocer, and a 
large theme poster has been de- 
signed to display the front covers 
of the 16 magazines which the 
company uses to advertise its prod- 
ucts. : 

The company will supply special 
ad mats that tie in with the cam- 


paign to participating grocers who 
advertise GF products. 


a The general theme of the poster 
promotion will be, “Be thrifty in 
50,” with adaptations for each of 
the company’s products being 
pushed during the campaign. 

At a luncheon for representatives 
of magazines carrying General 
Foods copy, June 22, salesmen 
were given details of the promo- 
tion and asked to give suggestions 
for making the promotion more ef- 


THE BEST MAN IN EVERY DOZEN 


adds up to 4'2 MILLION per month 


Month after month, Popular Mechanics 
carves a big, thick slice of the national 
man-market—one man out of every 
12—and hands it over to advertisers. 
That would be an important market 
even if these Popular Mechanics readers 
were ordinary men—but they’re not. 
They’re different—and in that differ- 
ence lies the reason for their unusual 
responsiveness to advertising. 


The Popular Mechanics reader has the 
“P.M. Mind’”’— an alert, curious, fact- 
hungry mind . . . a mind wide open to 
every new idea that could mean better 
living. He reads not for idle amusement, 
but to learn—and he’s found that the 
advertising pages, as well as the editorial 


columns, contain information he can use. 


He reads ads deliberately and con- 
sciously responds. And since he makes 
it a point to keep abreast of new devel- 
opments in many fields . . . and knows 
more about products than other men... 
he influences the buying decisions of 
his neighbors. 

That’s why the Popular Mechanics 
reader is the hottest prospect you could 
find for any man-bought product—the 
best man in every dozen all across the 
country. That’s why every space dollar 
gets more action when you advertise in 
Popular Mechanics. Learn the full story 
and you’ll put Popular Mechanics high 
on your schedule every time! 


fective. The luncheon was con- 
sidered by General Foods as a re- 
verse sales story, with the com- 
pany selling the program to media 
representatives. 

General Foods’ three agencies, 
Benton & Bowles, Foote, Cone & 
Belding and Young & Rubicam, all 
are handling various aspects of 
the promotion. 


To Lang, Fisher & Stashower 


Lang, Fisher & Stashower, 
Cleveland, has been named to han- 
dle the advertising for Grand In- 
dustries, Cleveland, operator of the 
Grand Home Appliance Co. and the 
Cleveland Foundry Co., manufac- 
turer of Grand gas ranges. For the 
past three years the account was 
handled by Rowe & Wyman Co., 
Cincinnati. For seven years pre- 
vious to that, Lang, Fisher & Sta- 
shower served the account. 


Joins Gordon-Marshall 

Wilson Lewis, formerly with So- 
cony Vacuum Oil Co., St. Louis, 
has been named account executive 


of Gordon-Marshall, St. Louis 
agency. 
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Transit’s “big wheels” will roll 
out to Los Angeles September 
24-27 for the annual American 
Transit Association Convention. 


September MASS Transporta- 
tion is a particularly good 
advertising buy because extra 
copies are distributed at the Con- 
vention, in addition to the regu- 
lar coverage of those who cannot 
attend. ‘ 


The average reader who nor- 
mally spends 2 hours and 13 
minutes reading MASS will 
spend even more time digging 
into this special Convention 
issue. 


MASS Transportation's intense 
readership gives you 19 times 
more ad exposure than a maga- 
zine of the “thumbership” type. 


Start your wheels rolling now 
to reserve space. Last forms close 
September 5th. 


See SRDS Class. 21—or 
write for rate card 


A-2894 


TRANSPORTATION 


222 W. ADAMS ST. 
CHICAGO, ILL. 
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Fe Dory ot 
NALLY TOMY. (VE SOT TO PUT SOME NEW 
NON Fr 


une mo Mer PusUICA 
CARTOONS 
FOR HOUSE ORGANS 
WRITE FOR NEW DIFFERENT TYPE CARTOON 
SERVICE AT LOW RATES. 
ALSO ORIGINAL PENCIL SKETCHES 
SUBMITTED WITHOUT OBLIGATION. 


ADVERTISING CARTOONS 
LET ME WORK WITH YOU ON IDEAS AND 
CARTOONS FOR ADVERTISING PROGRAMS. 
| FREE LANCE TO SOME OF THE LARGEST. 
SEND FOR PROOFS. 
Cartoonist for leading business publications 
for over 20 


J, A. PATTERSON 


years. 
M.0. BOX 227 DEFT. A 
SPRINGFIELD, mo. 


DeSoto Sets Summer Show 


“It Pays To Be Ignorant” will be 
sponsored by DeSoto-Plymouth 
dealers for a 13-week summer 
series over CBS starting July 5 in 
the Groucho Marx time period. 
The Columbia time segment will 
be dropped in the fall when Marx, 
who has signed an exclusive con- 
tract with NBC, switches to that 
network and takes his sponsor with 
him. Batten, Barton, Durstine & 
Osborn, New York, is the agency. 


Appoints Erwin, Wasey 

Erwin, Wasey & Co., Chicago, 
has been appointed to handle the 
advertising of the Line Material 
Co., Milwaukee, a division ef Mc- 
Graw Electric Co. Line Material 
makes electric power-line equip- 
ment. 


8x10 genuine glossy photos 


in quantities 


n 500 and 750 quontities 
(1000 and over .06c) 


FOR ALL PURPOSES 


Shorp. clear, crisp’ Prompt Delivery’ 


PHOTO- 
MATIC CO. 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, Illinois 


Loc cadieess 


Forward, March 

e FOR some years the industrial 
editing fraternity, whose product 
is primarily the company publica- 
tion for employes, has committed 
the common sin of talking almost 
exclusively to itself. This should 
cause its practitioners no particu- 
lar embarrassment, since manage- 
ment has done precisely the same 
thing, and in many cases is still 
doing it. 

In recent months, however, 
groups in the editing field have 
banded together to present a unit- 
ed, convincing story to manage- 
ment of the importance and value 
of the employe publication. One 
of the most heartening evidences 
of this crusade is to be found in 
a twenty-minute slide film pre- 


Employe Communications 


How to Win Friends Among Your Workers 
By Rosert NEwcoMs and Marc SAMMONS 


sentation carpentered by a com- 
mittee of the International Council 
of Industrial Editors. It is a pro- 
fessional and workmanlike sum- 
mary of the size and potentials of 
the company journal, well but- 
tressed with impressive facts. 
Alert editors, in the field, of whom 
there are many, are entirely fam- 
iliar with the message the program 
conveys; most managements are 
not. Several management people, 
viewing the program for the first 
time recently in Pittsburgh and 
Chicago, expressed a mild aston- 
ishment at the impressive growth 
of the industrial publication, as 
well as a moderate concern over 
the fact that management gen- 
erally has been asleep at the 
switch. Yet the survey services 


the Top Interest Spot in Indiana's Largest Sunday Newspaper 
Here, each Sunday, stories of Hoosier people and places command 
the highest reader interest in any Indiana publication! Printed in 
color, and slanted for family-wide reading, The Indianapolis Star 
Magazine is a powerful factor in the Sunday Star’s all-time circulation 
record of 271,805* families. On its tabloid-size pages, with monotone 
to full color, your product can enjoy the finest possible display. 

It's the “natural” for maximum advertising effectiveness in Indiana! 
A member of the Locally Edited Group, it is available in the 
Metropolitan Group, or individually through . . . 


KELLY-SMITH COMPANY ¢ NATIONAL REPRESENTATIVES 
*Publishers’ Statement, Ist Quarter, 1950 


AS HOOSIER AS 


“LITTLE 
ORPHANT 
ANNIE’ 


(Another famous character from the poems of 
the beloved Hoosier poet, James Whitcomb Riley) 


THE INDIANAPOLIS STAR 


Advertising Age, July 10, 1950. 


for which management pays sub- 
stantial annual fees have been 
telling management these things 
right along. 


e The ICIE program underscores 
the fact that the industrial editor, 
once the publisher’s pariah, is now 
appropriately admitted to the com- 
munications councils. In the more 
enlightened outfits, he had elbow 
room in which to operate, a clear 
access to the upper brass, a trained 
staff, and the right to roam liber- 
ally among his people in order to 
get his facts. He sits at the first 
table which, if he is to accomplish 
anything, is where he belongs. 
The International Council is 
making the slide films available 
without cost to interested groups. 
The committee chairman, who is 
also a vice-president of the In- 
ternational Council, is Paul Ack- 


erman, editor of “The Carbuilder,” — 


Pullman-Standard Car Mfg. Co., 
79 E. Adams St., Chicago 3. 
Eighty companies across the 
country, large and small, have co- 
operated in another display of com- 
munications materials. Known as 
“The Score Exhibit,” the panels 
cover all the established devices 
of employe and community com- 
munications, including employe 


journals, annual reports to em- 
ployes, informational manuals or 
handbooks, supervisory letters and 
letters to employes, plant bulletin 
boards, telephonic communication 
in factories, and plant open houses. 
(Specimen panel shown is from 
Chase National Bank, New York.) 
The exhibit is designed primarily 
to show management how the vari- 
ous devices can be, and should be, 
used. It was created originally for 
the Illinois Manufacturers Assn. 
by the authors of this depart- 
ment and is available to manage- 
ment groups without charge. 


AM-TV Research Council Elects 


Dr. E. L. Deckinger, research di- 
rector of Biow Co., has been elected 
president of the Radio and Tele- 
vision Research Council, New 
York. The council is comprised of 
researchers who hold regular off- 
the-record sessions to discuss de- 
velopments in their field. George 
E. Blechta, vice-president of A. C. 
Nielsen Co., has been named vice- 
president, and Edward G. Reeves, 
research projects manager, Co- 
lumbia Broadcasting System, sec- 
retary-treasurer. 


Knight Appoints Stanley 


Eddie Stanley, formerly produc- 
tion head of Telemount Pictures, 
has been named executive vice- 
president of Vick Knight Adver- 
tising Agency, Los Angeles. 


PASTE PAPE 


UNION RUBBER & ASBESTOS CO. 
TRENTON, WN. J. 
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SIX YEARS LONG 


“Send 10¢ for your set 


... but hurry... offer 
expires May 30, 1944.” | 
Thus a National Comics 
advertiser offered a 


premium. And today, 
six years later, he 
still receives dimes 
and coupons. 


(And he’s still with 
us... naturally!) 


Need more proof of 
Comics Magazines’ 


readership and power? 


ational 
Comics 


Orouy 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Levittown on Long Island 
will have 14,000 homes 
by end of 1950 
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as the Journal-American delivers 


EVERYWHERE you turn in New York, there 
is residential building: skyscraper apart- 
ments in Manhattan, garden communities 
in Queens, vast projects of one-family 
homes that cover acres and acres of former 
farmland on Long Island and New Jersey. 


As fast as these units are constructed, 
home-hungry families are ready to move in. 
Where are these families coming from? 
Population growth? Some. Influx from 
other cities? A little. But most are a result 
of split-offs from doubled-up households. 
Young families today are setting up indi- 
vidual housekeeping ... going out on their 
own at a faster rate than ever before... 
creating an unprecedented demand for 
products for the home. 


= more business with an all-time-high 
Pie in family circulation 


And they take their deeply-rooted 
reading habits with them. The Journal- 
American, over fifty years New York's 
leading evening newspaper for family 
reading, is more popular in New York 
homes than ever before. Today, Journal- 
American circulation is at an all-time high 
. - . over 730,000 families rely on it every 
evening for news of the world and news 
of products that make for better living. 
Among them are the thousands upon thou- 
sands of newly-formed families, young, 
eager and buying. 


Families mean business and more 
families mean more business. The Journal- 
American is read by more families than 
any other evening newspaper in America. 
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A HEARST NEWSPAPER 
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ABC Network Will Open $360,000 Ad Drive 
in September; Gets Some Space on Exchange 


New York, July 6—American 
Broadcasting Co., out to get the 
audience for AM and TV, will 
launch a $360,000 advertising cam- 
paign in September to publicize 
its programs. 

Theodore I. Oberfelder, director 
of advertising, promotion and re- 


Did Profitable Hobbies 
PAY FOR YOU? 


The answer is“Yes” IF 
you were among the 200 
mail order advertisers 
who ran keyed copy in 
July Profitable Hobbies. 
It’s high time you dis- 
covered this profit pro- 
ducing mail order mag- 
azine! 100,000 ABC! 
Write for sample copy 


PROFITABLE HOBBIES 


728 Hobbies Building, Kansas City 16, Mo. 


Results! 
**The largest 
amount of in- 
quiries ever 
received from 
any magazine.”’ 
, Frank Linker 

Pennsylvania 


search, is completing plans for a 
concerted four-month drive ex- 
tending into the peak of the broad- 
casting season. This will be the 
most intensive fall push in the 
network’s history. 

The schedule includes seven full 
pages in Look, six in Collier’s, 
four in Esquire and two spreads 
in Coronet. Supplementing this 
will be ABC’s regular ad column 
of program comments in Dell 
Modern Group and Macfadden 
Women’s Group. Major share: of 
the budget—$160,000—will go to 
magazines through Batten, Bar- 
ton, Durstine & Osborn. Some of 
these magazines have an exchange 
agreement—space in return for air 
time—with the network. 


ws Mr. Oberfelder’s strategy will 
be to feature broad categories of 
radio and video attractions, group- 
ed either by program types or 


time of the shows. Thus the ads 
will be built around such sub- 
jects as news commentators (Wal- 
ter Winchell, Drew Pearson, Ro- 
bert Montgomery, etc.), daytime 
broadcasts, sports, Thursday night 
TV. shows and Friday night AM 
shows. 

Because of TV’s limited cover- 
age, it will receive less space than 
radio. The breakdown will be ap- 
proximately 65% to 35% in favor 
of AM. 

In New York, Detroit, San Fran- 
cisco, Los Angeles and Chicago— 
the cities where ABC owns and 
operates stations—the barrage of 
daily newspaper ads, a year-around 
proposition with American, will 
continue. In some cities this space 
is procured on an exchange basis. 


e Approximately $75,000 will be 
spent on fall promotion material 
for radio and video affiliates. The 
latter will receive publicity and 
advertising suggestions for new 
fall shows in a kit simulated to 
look like a TV set. 


Correlated with the program au- 
dience promotion, which ABC con- 
tinues in consumer media on a 
more regular schedule than its 
competitors, will be a sales promo- 
tion push to make advertisers 
aware of what the network has to 
offer. The chief instruments of this 
will be business papers and direct 
mail. 


Elects Copley President 


James Copley has been elected 
president and publisher of the 


Union-Tribune Publishing Co., San } 


Diego, Cal., which publishes the 
San Diego Union and Tribune. He 
succeeds Lester G. Bradley, who 
becomes chairman of the board. 
The company is a unit of the Cop- 
ley Press, which publishes news- 
papers in southern California and 
Illinois. 


Phipps’ Name Mispelled 


Hubert Phipps is publisher of 
Eastern Breeder, not Hubert 
Phibbs, as AA erroneously spelled 
his name June 5 in reporting Mr. 
Phipps’ purchase of The Stockman. 


MERCHANDISING IMPACT 
built on Facts from Forbes 


PABLU 


Vitamin and Mineral Enriched 


COMPLETE. This compact, full-color mer- 
chandiser provides a wealth of information 
including actual samples of the product. 
Pennants, posters and tuck-in cards (not 
shown) also tie in with this display unit. 
Created and produced by Forbes for 
Mead Johnson & Co. in cooperation with 
C. J. LaRoche & Co., Inc., the company’s 


advertising agency. 


IMMEDIATE. 
desserts and color coding guarantee 


prompt 


new 


FORBES FACTS help you put real sales 
punch in your printed merchandising. 
These facts have been accumulated from 
Forbes’ own experience, continuing studies 
and unique facilities in lithography, letter- 
press, web gravure and die stamping under 
one-roof management control. Ask the 
Man from Forbes to show you how these 


facts can work for you. 


PABENA 


Vitannn .and Mineral Eonched 
Precooked OATMEAL 


Realistic pictorials of the 


recognition of the 
Brand Foods packages. The ‘“Junket’”’ 
Danish Dessert carton features a still-life 
painting of the product; flavor-designa- 
tions matching color photos appear on the 
“Junket’”’ Sherbet Mix packages. 
Created by Jim Nash, nationally known 
designer, and lithographed by Forbes. 
McCann-Erickson, Inc. is the advertising 
agency for “Junket” Brand Foods. 


“Junket”’ 


NEW YORK + 


CLEVELAND + 


Avoid that mistake! Tell your dealers to 
expect a rush when you supply them 
with merchandisers that are 
impact-packed by the Facts 

from Forbes. Results are 

immediate, our clients say. 


FORBES LITHOGRAPH CO. 


BOSTON ~< cuicaco- 


/ DIDNT KNOW THESE 
MERCHANDISERS WERE LOADED/ 
(a with Sales..thart is.. a 


ROCHESTER 


Detwers Merchandsing lnpecr- 


Advertising Age, July 10, 1980° | 


— Coming — 


Conventions 


July 17-19. American Marketing Asso- 
ciation, annual convention, Hotel Fair- 
mont, San Francisco. 

Sept. 11-12. Pennsylvania Newspaper 
Publishers’ Association, annual classified 
advertising clinic, Penn Harris Hotel, Har- 
risburg. 

Sept. 18. Outdoor Advertising Associa- 
tion of America, 1 conventi Drake 
Hotel, Chicago. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. ‘ 

Sept. 24-28. Advertising Specialty Na- 
tional A jation, 47th 1 convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

Sept. 30-Oct. 3. Mail Advertising Serv- 
ice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 7 

Oct. 5. Export Advertising Association, 
2nd 1 convention, Hotel Plaza, New 
York. 

Oct. 5-7. Newspaper Advertising Man- 
agers’ Association of Eastern Canada, 
3rd annual meeting, Mount Royal Hotel, 
Montreal, Que. 

Oct. 6-7. Pennsylvania Newspaper Pub- 
lishers’ Association, annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 

Oct. 23-25. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letic Club, Chicago. 

Oct. 26-28. Southern Newspaper Pub- 
lishers Association, annual convention, 
The Greenbrier, White Sulphur Springs, 
W. Va. 

Oct. 31-Nov. 1. American Association of 
Advertising Agencies, annual Eastern 
Conference, Hotel Roosevelt, New York. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associa- 
tion, Indianapolis. 

Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
tel, Dallas. 

May 2-4, 1951. Association of Canadian 
Advertisers, annual convention, Toronto. 


Institute of Life Insurance 
Launches Six-Month Drive 


The Institute of Life Insurance, 
New York, has launched a six- 
month campaign in 425 newspa- 
pers designed to help protect the 
buying power of savings with use 
of the recurring slogan “Remember, 
It’s Your Money.” The campaign 
originally planned for fall has 
been stepped up and size of ads 
has been raised to 1,500 lines in 
large cities and 1,000 lines in non- 
congested areas. Insertion fre- 
quency will vary. J. Walter 
Thompson Co., New York, is the 
agency. 


S. C. Johnson Promotes 3 


H. F. Croft has been appointed 
acting general manager of S. C. 
Johnson & Son, Racine, Wis., tak- 
ing over the duties of J. J. Babb, 
who became president of Lever 
Brothers Co. on July 1. Mr. Croft 
also will continue as managing di- 
rector of S. C. Johnson & Son, 
Brantford, Ont., the company’s 
Canadian affiliate. R. W. Carlson, 
general sales manager, has been 
named sales vice-president. Dr. J. 
V. Steinle, director of the research 
and development division, has been 
made research and development 
vice-president. 


Canadian Ad Assn. Elects 


W. H. Williamson of Claude 
Neon General Advertising, Toron- 
to, has been elected president of 
the Poster Advertising Assn. of 
Canada. Other officers are: H. D. 
Cleveland, Seaboard Advertising 
Co., Vancouver, and R. J. Miller, 
Miller’s Posting .Service, Orillia, 
Ont., vice-presidents, and W. G. 
White, C. E. Marley Ltd., London, 
Ont., honorary secretary-treasurer. 
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TAKE CARE OF THE CONSUMERS 


... and dealers take care of themselves 
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Retail Newspaper Tie-In Linage 
Report Compiled by Advertising 
Checking Bureau, Inc. 
January Through March, 1950 


I 
! 
| 
I 
I 
PUBLICATION LINAGE 
| Good Housekeeping* 8,899,600 
| Life 5,381,096 
| Ladies’ Home Journal 326,449 
l Better Homes & Gardens 172,022 
].  McCall’s 185,104 
; Woman’s Home Companion 139,036 
I 


*23.1% increase over same period last year 
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proof again : 


The phrase “dealer influence” gets tossed around pretty freely these days 
in connection with consumer publications. 


9 


Sounds kind of professional but, actually, all it means is: “Consumers go for it. 
WE HAVE YET TO SEE THE MAGAZINE THAT CAN INFLUENCE 
ANY DEALER ON ANY PRODUCT IF HIS CUSTOMERS DON’T WANT ANY. 


The reason so many retailers make a point of featuring 
GOOD HOUSEKEEPING advertised merchandise is that 


consumers prefer brands so advertised and guaranteed. 


Simple, isn’t it? If your product is eligible to be advertised in 
GOOD HOUSEKEEPING you ought to get it there <a arr > 


in a hurry. ©” Guaranteed by © 
Good Housekeeping 


‘ ‘A 
AS apvepriseo WE 


= GOOD HOUSEAEEPING << 


The Homemakers’ Bureau of Standards 57th Street at 8th Avenue, New York 19, N. Y. 
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Propose Washington 
Apple Tax Increase 


Yakima, WasH., July 5—A pro- 
posal to increase funds for adver- 
tising and merchandising of Wash- 
ington apples has been presented 
to the Washington State Apple 
Commission by a group of growers. 

The suggestion is that the tax 
be raised from 2%¢ a box to 3¢ a 
box, the maximum allowed under 
state law. The tax is paid by grow- 
ers. The increase would add about 
$125,000 to the commission’s funds. 

The proposal was presented by 
growers who said the major por- 
tion of the boost should be used for 
expanded merchandising and work 
with retail outlets. 


s In a formal statement, the grow- 
ers said: “We are particularly 
weak in our merchandising and 
dealer service because of lack of 
funds. It is evident to us that 
frequently the bottleneck in the 
sale of apples is at the retail store. 

“If the steps we recommend are 
taken promptly, it will result in 
the apple growers of this state re- 
ceiving substantially more than 
their investment in this program, 
and substantially more for their 
apples this coming season than 
they received in the past year.” 

The commission’s advertising is 
handled by J. Walter Thompson 
Co., Seattle. 


Two Appoint Noble-Dury 


Noble-Dury & Associates, Nash- 
ville, has been named to handle the 
advertising of Jefferson Island 
Salt Co., Louisville. Outdoor and 
radio advertising is ae used. 
Ruthrauff & Ryan formerly han- 
dled the account. Noble-Dury also 
has been appointed to direct the 
television advertising of the Jar- 
man Shoe Co., Nashville. This fall 
a test campaign will be launched in 
Los Angeles for Jarman shoes, 
using a quarter-hour program 
twice a week over KTTV. 


Amino Advances Freeman 


E. G. Freeman has been named 
western sales manager of Amino 
Products division of International 
Minerals & Chemical Corp., Chica- 

o. With headquarters in 

rancisco, Mr. Freeman also will 
have general supervision over the 
district offices in Los Angeles and 
Seattle. For the past year, he has 
been sales manager in northern 
California for Ac’cent, the com- 
pany’s pure monosodium gluta- 
mate. 


Offers Advertising Tests 


Two years ago the Canadian As- 
sociation of Advertising Agencies 
retained the Personnel laboratory 
for a series of aptitude tests to 80 
young people who wished to em- 

ark on an advertising career. 
After skipping last year, the direc- 
tors of the association have decided 
that tests will be held in Toronto 
on Oct. 14th this year. It is possi- 
ble that further tests will be con- 
ducted in Montreal. 


NEW JERSEY'S FOURTH LARGEST MARKET 


TEST 
Metropolitan 


NEW YORK 


for 


PEANUTS 


Send or call for 
the complete bulletin 
‘‘Metropolitan New York 

Test Market No. One.” 

Study the facts and you will 

find you can test a typical segment of 
Metropolitan NEW YORK, by testing 
BAYONNE, for only 8 cents a line... 
just peanuts compared with any other 
media giving the complete, concen- 
trated coverage of 


THE BAYONNE TIMES 
“Bayonne cannot be sold from the outside" 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., H, Y, © 435 N. Michigan Ave., Chicage 


Rothschild Promoted to V. P. 


Joseph M. Rothschild has been 
named vice-president in charge of 
the eastern sales division of Chica- 
go Show Printing Co., making his 
headquarters in New York. He has 
been with the company for 16 
years in a sales capacity. 


Bonwit Teller to Fellman 

Leonard F. Fellman & Associates, 
Philadelphia, has been named spe- 
cial advertising agency for Bonwit 
Teller & Co., Philadelphia, for a 
new fall promotion. 


Sprout-Waldron Ups Alsted 


Harold J. Alsted, district sales 
representative in the Chicago area 
of Sprout, Waldron & Co., Muncy, 
Pa., manufacturing engineer, has 
been appointed to the newly cre- 
ated position of general sales man- 
ager. 


Bellows Names Livingston 
John G. Livingston Jr. has been 
appointed a vice-president of Bel- 
lows & Co., New York, subsidiary 
¢ National Distillers Products 
orp. 


Burtnett Joins Seagram 

Arthur G. Burtnett has been ap- 
pointed director of trade relations 
of Seagram-Distillers Corp., New 
York. Until recently he had been 
executive secretary-treasurer of 
the National Conference of State 
Liquor Administrators. 


519,086 TV Sets in Chicago 


The Electric Association, Chi- 
cago, reports that television re- 
ceivers installed and in use in the 
Chicago area as of May 31, 1950, 
was 519,086. 


Advertising Age, July 10, 1960 


Bass Agency to Promote Fair 


Commercial Attache Office, Gov- 
ernment of Yugoslavia, New York, 
has appointed Bass & Co., New 
York, to handle advertising for the 
annual Zagreb International Fair 
to be held in Zagreb, Yugoslavia, 
Sept. 23-Oct. 8. 


Kemcal to Durstine Agency 

Kemcal Inc., San Francisco, has 
named Roy S. Durstine Inc., San 
Francisco, for advertising of house- 
hold products in western news- 
papers. 
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New Advertisers, 
Inside Color Pages 
Added by ‘Ebony’ 


Cuicaco, July 6—National Dis- 
tillers Products Corp. will make 
a specialized bid to the Negro mar- 
ket on behalf of Gilbey’s gin with 
a full-color page in Ebony maga- 
zine in August. A few newspapers 
will be used on a test basis. 

Agency for this drive is Lloyd, 


Chester & Dillingham, which also 
uses Negro media for PM De Luxe. 

Ebony, which is accepting in- 
side color ads for the first time, 
will have several new advertisers 
in its pages this fall. Among them: 
Bristol-Myers for Ipana (Doherty, 
Clifford & Shenfield); Pillsbury 
Mills for Pillsbury Best flour (Leo 
Burnett Co.); Admiral Corp. 
(Cruttenden & Eger Advertising 
Agency); Motorola Inc. (Gourfain- 
Cobb), and Borden Co. (Young & 
Rubicam). Schedules for the last 


two start this month. 

Ipana’s media list includes Our 
World. Pillsbury and Borden will 
use newspaper as well as magazine 
copy. 


Pierce's Names Baldwin 

Clyde Baldwin, formerly direc- 
tor of sales for Amion Inc., Chica- 
go, has been appointed sales man- 
ager of Pierce’s Proprietaries Inc., 
Buffalo, maker of Dr. Pierce’s Fa- 
vorite Prescription and Golden 
Medical Discovery, to succeed Jack 
Bray Jr., who has resigned. 


Cuno Appoints Carlson 

J. R. Carlson, formerly with 
Worthington Pump & Machinery 
Co., has been named to the sales 
staff of Cuno Engineering Corp., 
Meriden, Conn., maker of strainers, 
filters and automotive lighters. His 
first project will be to assist Cuno 
representatives in serving the die- 
sel manufacturer and user. 


Merchant to Laclede-Elliott 


Calvin Merchant Jr. has been 
appointed an account executive of 
Laclede-Elliott & Co., Dallas, 


OPEN THE DOOR... 


But first, consider the doorknob. It has come a long way from the rude latch and string that 
secured the backwoods cabin. A myriad of talents and crafts have contributed to its 


fashioning .. . 


Designers, machinists, metal workers, locksmiths, pattern makers, founders . . . these 
and a thousand others have lavished their gifts on this handsome and versatile piece 


of hardware. 


Turn the knob. Walk in on a typical American industry . . . the planning, designing 
and construction of buildings. Private home to public edifice, nowhere else in the world 
can so much that is good be afforded by so many. 


AMERICA WORKS LIKE THAT... 


Uniquely so. Every art, every science, every branch of engineering . . . all the bodies of 
techniques of all craftsmen are richly fulfilled here. 


America can work like that because it has an all-seeing, all-hearing Inter-Communications 


System. 


WHAT AN INTER-COM SYSTEM!... 


Complete communication is the function, is the peculiarly American contribution of the 
business press . . . a great company of specially edited magazines devoted to the specialized 
} work areas of men who want to manage better, design better, manufacture better, 

| research better, sell better .. . 


WHY WE HAPPEN TO KNOW... 
The McGraw-Hill business publications are a part of this American Inter-Com System. 
As publishers, we know the consuming insistence of the editors on reporting, analyzing, 


disseminating . . . on making sure that every new idea is spread with fission speed . . . 
on universalizing both principles and details. 


As publishers, we know that people pay to subscribe to publications for the sole purpose of 
listening in on units of the American Inter-Com System. 


¢ 


As publishers, we make the advertising pages of our publications available for your 
communications with the people you want to reach. 


McGRAW-HILL PUBLISHING CO., INC. 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


HEAD QuUARTERS 
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Shaving Habits 
in St. Paul 


Eighty-one percent of the 
heads of St. Paul households pur- 
chase blades for safety razors 
whereas 24% report using electric 
shavers. Over the past four years 
this percent of razor blade buyers 
has dropped consistently from 
84% found in 1947, while during 
the corresponding period owners 
of electric shavers have increased 
three percentage points from 
21%. Within both classifications 
brand position shows some 
switches, but generally there is 
little statistically significant 
change in the relative percentage 
of brand preferences within the 
two classifications. 


In the razor blade classifica- 
tion, the relationship between 
the double and single blade 
users has been astoundingly 
constant over the four years 
measured: 


Users of double _—_ Users of single 
edged blades edged blades 


1950 70.8% 29.2% 
1949 70.9 29.1 
1948 70.8 29.2 
1947 = 70.7 29.3 


Another interesting compari- 
son is the relationship between 
regular and brushless shaving 
cream users: 


of St. Paul Percent of 
Households _ heads, etc. 
who use brushless 
regular shaving shaving 
cream cream Total 
1950 41% 28% 69% 
1949 41 33 74 
1948 34 29 63 
1947 39 32 72 


These percentages do not add 
up to 100% horizontally because 
the remainder use electric shav- 
ers, shaving soap or some other 
means; nevertheless the total 
column gives some idea of what 
portion of the total market the 
two classifications cover. 


The data given above are from 
“The 1950 St. Paul Dispatch- 
Pioneer Press Consumer Analy- 
sis of the St. Paul Market”, a 
market research report published 
annually by these newspapers. 
The study includes 150 product 
classifications covering foods, — 
soaps, toiletries, beverages, home 
appliances and general shopping 
habits. For current data con- 
cerning your product in the St. 
Paul Market, write for this re- 
port: General Advertising De- 
partment, St. Paul Dispatch- 
Pioneer Press, St. Paul, Minne- 
sota; or Ridder-Johns, Inc., New 
York, Chicago, Detroit, Minne- 


apolis. 


(ADVERTISEMENT) 


sic Pan Pee i nS ae eee a, 7 ee ee Oe ew a ie ame bir ile ae dite taptr ae a a wo mi a lel ie, ie ic 7 ge 7 " in es - 2 
edges a q se 3 ae ee * a w . i f J : ¥ 2 .- copes a ? . . 2 ae ane es 
* 3 a ie : 
96) | as 41 
rir | | : 
OV- om 
ork, ee 
lew ts 
the 
via, Be 
has ee . 
ise- | 
WS- 
| | | 
ies 
See ESE 
Ce Fy 
ca 
a 
p 
: es 
| ee ’ 
i 
| ee 
, 3 
| ee 
| i a 
; _ 
| ae 
P| ‘ ae 
, ar 
‘ 
Percent of heads fi 
e- 
! bile 4 
: <a 
ie 
a , 
| Fe 7 
; Se: 
te 
a 
iB 
ee 24 
iy 
| on 
1 wri 
| ee e 
; ee : 
aes 
‘ a, 
soa 
eee) FOR BUSINESS Po ses 
an 
= 7 ee. 
es 
Ase 
a 
we 
me 
= ws 
a rae 
as 
a F de rice : ? ae 
rs ae Le Sere eee RE Mees i ia age Pe ene ge ee se ag Obl es Ue Pee ee iy ai a eine ia ak oil ae Oe eet Le hte feorwetige i eer ne ee +5 Ragtt) Cee tt rae Ee OE en te ak een ey a eee Soa part eed res oF 


48 


Information for Advertisers 


No. 3663. Analysis of Furniture 
Dealers, Home Furnishing 
Market. 


Furniture Age offers this four- 
page study of home furnishings 
sales of its dealer subscribers. 
Average dealer volume, the dealer 
truck market and a breakdown of 
the home furnishings market are 
also presented. Title is “Latest 
Facts About Furniture Age’s $3,- 
500,000,000 Market.” 


No. 3666. Study of Esquire Readers. 


Esquire describes its “typical 
reader,” his family, worth and so- 
cial and recreational activities in 
this circulation study. The 120- 
page “book of numbers”’ is titled 
“An Analysis of the Distribution 
of Esquire’s Circulation.” 


No. 3667. Western Farm Area An- 
alyzed. 

“A Ready Reference Summary” 
is a 10-page booklet on the “Sure 
Crop Area” of Colorado, Montana, 
New Mexico, Utah, Wyoming, 
Southern Idaho and Western Ne- 
braska. It is offered by Western 
Farm Life. 


No. 3669. How Direct Selling Can 
Aid Distribution. 

“The Quickest Way to National 
Sales” is a 16-page brochure des- 
cribing the techniques and possi- 
bilities of direct selling. It is of- 
fered by Specialty Salesman Mag- 
azine. 


No. 3668. Analysis of Green Bay, 
Wis., Market Area. 

Income, population and business 
characteristics of the Green Bay, 
Wis., market area are analyzed in 
this brochure offered by the Green 


Bay Press-Gazette. The newspaper 
also has prepared fact sheets on its 
grocery brand sales survey, de- 
signed to check effectiveness of test 
campaigns. Title of the study is 
“Pick This Depression-Proof Mar- 
ket for Your Product Test.” 


No. 3670. Study of Radio Audience 
Response. 

How radio brings store traffic 
to the points of sale is told in this 
new study of radio audience re- 
sponse, “Fact or Fancy,” which is 
offered by KXLY, Spokane. A 
comparative analysis of audience 
rating methods also is presented. 


No. 3672. Chain Drug Market Anal- 
yzed. 

The buying setup of drug chains, 
‘sales by merchandise lines, sales 
volume and number of chains are 
told in this “Annual Chain Drug 
Market Study.” It is offered by 
Chain Store Age Drug Editions. 


No. 3674. Ideas for Using Decalco- 
manias in Selling. 

“Stick to Selling” is a new-idea 
kit on using decalcomanias in mer- 
chandising and selling, point of 
sale promotion, product marking 
and for decorative effects. Data 
as to how often decalcomanias are 
seen and samples are also provided 
in the kit. It is offered by Amer- 
ican Decalcomania Co., Chicago. 


No. 3675. Philadelphia Television 

Families Studied. 

Viewing habits, buying response, 
buying plans, and property and 
car ownership of Philadelphia’s 
television families are presented 
in this new study, “A Survey 
of Philadelphia TV Families.” It 
is offered by TV Digest. 


Note: Inquiries for the items listed above will not be serviced beyond Aug. 21. 


USE COUPON TO OBTAIN INFORMATION 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 
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The 8.C. Maxwell Co. Atlantic City NJ, 
The R.C. Maxwell Co. Trenton NJ 


ADVERTISING 
Since 1894 


SPECTACULAR 
ELECTRICS 


WHATCHA GOT? 

Got some service or equipment to sell” 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 
a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 
oughly—AND GET RESULTS! 


- HELP WANTED 
Space Salesman $5,200 
Medical Field 
GEORGE Te tae oe 
209 S. State St. A 17-2063 Chicago 
ADVERTISING AGENCY 
Cepy and contact man. Leading agency in 
Iowa. An opportunity for young man who 
wants to get ahead in the agency business. 
Excellent living conditions in ideal city. 
Salary and bonus arrangement. Give full 

information. os. to 
Box 3233, VERTISING AGE 
200 E. ittnote St., Chicago 11, Ill. 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 
PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising. Advertis- 
ing, Sales Promotion and Management. 
* . 


Writers, Publicity. Public Relations, Me- 
dia Art and Production ye 
THE HONES COMPAN 
14 E. Jackson Blvd. Chicago 4, Til. 
Desirable openings for 
Experienced Agency Personnel 
COPY-ART-PRODUCTION-MEDIA 
Ask for ELINOR KENT 
TRIANGLE EMPLOYMENT Ha 7-6520 
202 Ss. State St. Rm. 412 _ Chicago 
a POSITIONS WANTED — ee 
PUBLIC RELATIONS 
That Will Help You Sell 
20 years experience. Promotion dept. head, 
large consumer magazine publisher. Dir- 
ector, 4A agency pr division. Strong on 
complete program planning, coordinating 
publicity with all types paid advertis- 
ing. Specialist in use of printed media. 
Editor, outstanding external magazine. 
Author, advertising text; hundreds arti- 
cles. Effective speaker and letter writer. 
Capable of heading pr for agency; con- 
sumer advertiser; pr or circulation pro- 
motion for publisher. University grad. 
Box 3232, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
~ ADV. PUBLIC REL. SALES PROM. 
17 yrs. newspaper edit., adv.; 4 yrs. ra- 
dio; 1 yr. agency; 3 yrs. sales prom. mgr. 
nat, elec. distrib.; age 38; college. 
Box 3234, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill, 
CREATIVE PROMOTIONAL EXECUTIVE 
Top notch idea man, writer, and advertis- 
ing-promotion executive. Agency, Manu- 
facturers experience. Handle budget, 
plans, media, direct mail, consumer or 
trade promotion. 13 years exp. Age 34. 
$8,000 to $10,000. 
Box 3235, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
SUCCESSFUL Advertising and Sales Pro- 
motional Manager, now planning and exe- 
cuting advertising program for leader in 
retail chain organization, desires change 


for 


to established agency or aggressive manu- 
facturer. Proven ability to produce bus- 
iness with a background of 16 years ex- 
perience in advertising, selling and mer- 
chandising. Top creative and selling abil- 
ity. Know production, display and dealer 
relations. Best character and financial 
references. Married, 38 years old. Prefer 
Pacific Northwest, Midwest or Rocky 
Mountain region. Minimum, $10,000. 

Box 3236, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. _ 
SALES PROMOTION OF APPLIANCES 
If you are an appliance manufacturer (or 
an agency for one) and want to pep up 
sales of dealers and their salesmen, I 
know how. Same appliance manufacturer 
14 years. Background of national and 
cooperative advertising, direct mail, signs 
and displays, contests, house organs and 
administration. Middle West only. 

Box 3237, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

TV DIRECTOR OR ASSISTANT 
FOR AGENCY—STUDIO—PRODUCER 
Experienced advtg. man can increase your 
Radio-TV billing. Copy, client-contact, 
producer, ideas. Art, film, entertainment 

background, Agcy. employed. Chgo. 
Box 3238, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 


FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 
John Andrews 1504 Dodge, Omaha, Nebr. 
WHY NOT SAVE YOUR DOUGH? 
Use free-lance art from layout to finish. 

VAN MEER and WILLIA 
228 N. LaSalle St. 


FOUR A ADVERTISING AGENCY 
OFFERS 
EXCEPTIONAL OPPORTUNITY 
TO 2 FASHION MERCHANDISING 
WOMEN 


Must have department store, fashion 

ine or f advertising experi- 
ence. Good salary and liberal travel al- 
lowance. Job will require about 30 weeks 
a year traveling, meeting top retail ex- 
ecutives. This is not a selling iob but re- 
quires an excellent appearance, good 
personality and tact, Ability to address 
small meetings highly essential. Apply i in 
writing, stating age, 
history, education, Pe aa salary 
desired. Box 7657, ADVERTISING AGE, 
200 E. Illinois St., Chicago II, Ill. 


INDUSTRIAL 
COPYWRITER 


Wanted urgently by growing 
Chicago agency. Unusual oppor- 
tunity with good future for man 
with initiative, originality, and 
not afraid to work. Address 


Box 7654, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Ill. 


ALL AROUND ADVERTISING EXEC. 


FOR THAT HARD-TO-FILL JOB 
Age 44 — Owns ASvertieins Business 
SALESMAN. Has sold and sales-managed items 
ranging from advertising to prefab houses. 
COMM’L ARTIST, CARTOONIST. Experi- 
enced and widely recognized as cartoonist, car- 
tographer, chart maker, and commercial artist. 
EDITING. Has edited weekly soumeae, 


and report; 
es typography, page layout, ie is able 

r 
PLANNING. Has developed social, economic, 

ong commercial planning programs with public 

a pene agencies. Good background in re- 

soare and statistics. Familiar with market 

research, product design, and adv-checking. Ex- 

perienced in construction programs. 
THEATRICALS. Rich background in play 
acting and light opera. 

Interested in a proposition offering crea- 
tive ra A requiring stability, energy, 
vision, ne cooperation. 

7655, ADVERTISING AGE 
2001 E. Illinois St., Chicago 11, Ill. 


AGENCY OPPORTUNITY 


Chicago firm marketing fast-moving 
new drug item needs $3000 to $5000 
additional capital. Will stand closest 
scrutiny. Great opportunity for agency. 
Address: Box 17656, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


Box 7653, ADVERTISING AGE 


WANTED: 2 COPYWRITERS BY WELL-KNOWN CHICAGO AGENCY 
One of these vacancies offers an unusual opportunity for an all-around 
writer, experienced in hard goods, food, men's wear and promotional 
material. The other, for a straight thinking writer of industrial advertising. 
This is a well-known, long-established Chicago advertising agency 
serving a wide variety of important accounts. In replying be sure to 
tell us where you are now located, complete background of employ- 
ment, accounts for which you have written, age and salary expected. 
No others will be given consideration. All replies held in strict con- 
fidence. Our employees know of this advertisement. 
200 E. Illinois St., Chicago 11, Ill. 


in Famous Atlantic City and Trenton,N.J. the Capital City 


OUTDOOR 


POSTERS and 
PAINTED DISPLAYS 


~ 
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Avoset Introduces 
Qwip in Portland 


PORTLAND, ORE., July 5—Port- 
land was chosen as the represent- 
ative market in which to intro. 
duce Qwip, whipped cream in a 
7-oz. metal container and a brand 
new product of Avoset Co., San 
Francisco. 

The Journal, Portland’s evening 
newspaper, was picked for the 


.4429| campaign, supplemented by 50% 


coverage with outdoor posters in 
the Portland trading area. 

Twenty two-inch teaser ads ran 
in the Journal for four days be- 
ginning June 23, with a 1,000-line 
product announcement ad in color 


on June 27. The present campaign 
will continue until Aug. 1 with 
112-line follow-up ads in the 
Journal and outdoor posters. 


# A one-minute sound film, pro- 
duced by a Walt Disney artist and 
featuring the same character as do 
the ads, will run next week in 
all neighborhood theaters in Port- 
land and outlying districts. 

Phil Schnell Co., wholesale spe- 
cialty foods concern with offices 
in Portland and Salem, has been 
appointed exclusive distributor for 
the area. 

Avoset, Qwip’s manufacturer, is 
one of the first laboratories to per- 
fect the technique of flash-steri- 
lizing milk products. Qwip is a 
flash-sterilized pressurized cream, 
guaranteed not to sour, which gives 
instant whipped cream at the de- 
pression of the patented valve on 
the container. The plastic cap 
directs the flow of the cream and 
is easily washed for recapping. 

Harrington-Richards, San Fran- 
cisco division of Fletcher D. Rich- 
ards Inc., New York, is the agency. 


Quaker Oats Co. Buys 
Halt-Hour on NBC-TV 


Quaker Oats Co., Chicago, has 
purchased the 5-5: :30 p.m. period 
on NBC-TV for a program which 
will begin Oct. 1. Format of this 
first important Quaker television 
show may be decided this week. 
Sherman & Marquette, Chicago, 
will handle the show. 

The company dropped its thrice- 
weekly sponsorship of ABC’s 
“Quick as a Flash” on June 9 and 
also dropped “Challenge of the 
Yukon,” aired over ABC, on the 
same date. The “Challenge” show 
will be aired over the Mutual web, 
beginning Sept. 11 


Names Kircher, Helton 

Duriron Co., Dayton, manufac- 
turer of corrosive resistant equip- 
ment in special alloys for the 
chemical processing industry and 
others, has placed its advertising 
with Kircher, Helton & Collett, 
Dayton. Trade publications and 
direct mail will be used. Duriron 
recently moved its general sales 
and advertising offices from New 
York to Dayton, where its plant 
is located. 


CBS Promotes Ackerman 


Harry S. Ackerman, director of 
network programs for Columbia 
Broadcasting System, Hollywood, 
has been appointed to the newly 
created position of head of produc- 
tion of CBS radio and television. 
He will be directly responsible to 
Hubbell Robinson Jr., vice-presi- 
dent in charge of network pro- 
grams, and will continue to main- 
tain his headquarters in Holly- 
wood. 
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You Ought toKnow...— 


Bill Beard was born and bred 
to be an advertising man. His 
father was an advertising sales- 
man. Bill and three of his five 
brothers are in advertising. They 
never wanted to 
be in anything 
else. 

Bob, the eldest 
of the six Beard 
brothers, is vice- 
president in 
charge of the 
Philadelphia of- 
fice of McGraw- 


Hill Publishing 
Co.; Jack is east- 
W. K. Beard ern advertising 


manager of Ar- 
chitectural Forum in New York; 
Bill is president of Associated Bus- 
iness Publications, also in New 
York; Dave is director of adver- 
tising of Reynolds Metals Co. in 
Louisville; Don, the only one of 
the six who still lives in German- 
town, Pa., where they all grew 
up, is in the insurance business; 
and Milton, or “Cooch,” as he is 
familiarly known, is in the chem- 
ical business in New Jersey. 
Their father, William Kelly 
Beard Sr., one of James H. Mc- 
Graw’s early associates in the pio- 
neering days of the modern busi- 
ness paper, sold business paper 
advercising in Philadelphia for 
neariy 50 years. Vigorous all of his 
life, he died in 1943 at the age ot 
76, “in harness to the end,” which 
was the way he had wanted it to 
be. 


s Bill Beard Jr. is, in many re- 
spects, a “chip off the old block.” 
He is an advertising man by tem- 
perament, training and inciination. 
Advertising was the first business 
he knew anything about. He ma- 
jored in advertising and market- 
ing at the Wharton School of the 
University of Pennsylvania. He 
sold advertising and directed ad- 
vertising promotion and research 
for nearly 26 years for McGraw- 
Hill before he reluctantly accepted 
the challenge to integrate and sell 
the activities of the ABP last De- 
cember. 

During the past six months he 
has done a lot for ABP. He has 
gone out on the road and literally 
sold the organization to groups and 
to individuals, on the speaker’s 
platform and in the private offices 
of publishers. As a result, seven 
publications have already been 
added to the ABP roster, and there 
are indications that a number of 
others are likely to sign up in the 
not too distant future. 

An interesting and little known 
fact about Bill Beard is that he 
used to be a cricket player. He 
played at the Germantown Aca- 
demy and on the University of 
Pennsylvania varsity. Though to- 
day there is very little cricket 
Played in the United States, 30 
years ago it was a sport that had 
a large following. Bill says that 
when he played it was not unusu- 
al for 8,000 to 10,000 spectators to 
attend international matches at 
the Germantown Cricket Club. At 
college Bill also played on the var- 
sity soccer team. 

Instead of going directly into 
advertising as he had intended to 
do, after leaving Penn, particular- 
ly because of the experience he 
had had as general manager of a 
college paper, Bill accepted the 
offer of a friend of his father’s 
to go into the freight forwarding 
business. The company shriveled 
up in the short depression of 1921, 
and Bill went job hunting. 


= He got a job as a salesman for 
Cannon Mills and sold cotton 
yarn in eastern Pennsylvania until 
he was offered what seemed at the 
time a golden opportunity with a 
folding stepladder manufacturer. 


William K. Beard 


The stepladder was a good prod- 
uct, Bill says, but people just didn’t 
seem to like the idea of a collaps- 
ible ladder. So the company col- 
lapsed, and Bill went “home” to 
advertising. 

He joined McGraw-Hill Pub- 
lishing Co. in 1924. After a trick at 
the makeup desk he became a cub 
salesman on Electrical Merchan- 
dising. A short time later he was 
sent to Chicago with the dummy 
of a new paper that was to be 
called Radio Retailing and sold 
space in the forthcoming publica- 
tion. As a reward for his efforts 
in Chicago he was promoted to 
the northern New York territory 
and made his headquarters in Syr- 
acuse. 

He was there four years, travel- 
ing his territory selling space in 
six of the McGraw-Hill electrical 
papers. In 1923 he was shifted to 
the Cleveland territory, and short- 
ly afterward he married a Syra- 
cuse girl and set up housekeep- 
ing. 

He was in Cleveland seven 
years. His two youngsters, Helen, 
now 17, and William Kelly III, 15, 
were born there. When Electronics 
was launched in 1931, he pioneered 
the advertising sales in the Cleve- 
land territory. Nobody in those 
days knew much about electronics, 
especially Bill, and it was a tough 
job breaking the ice. 


a In 1935 he was called to New 
York as manager of Electrical 
World. In that job he became his 
father’s boss, which amused the 
old man until one day Bill, unable 
to resist the temptation, out of 
sheer deviltry officially questioned 
one of his father’s expense accounts 
and had it sent back to Philadel- 
phia. The old man was in New 
York with fire in his eye when 
the McGraw-Hill office opened 
the next morning. He’d never had 
an expense account questioned be- 


are not coaxed, persuaded and en- 
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couraged to strive for better things 
they tend, unfortunately, to lose 
the desire for progress. As James 
H. McGraw used to say, quoting 
Browning, ‘A man’s reach should 
exceed his grasp.’ Advertising is 
an incentive that encourages men 
to reach...” 


Borden Uses Negro Media 

Borden Co., New York, through 
Young & Rubicam, has launched its 
first extensive campaign in Negro 
media with ads in 11 leading 
newspapers. An endorsement for 
Borden’s evaporated milk by 
Jackie Robinson and his family is 
featured, with an offer of a photo 
of the National League batting 
leader for three milk can labels 
and 10¢. The offer will be repeated 
in Ebony in August. 


Sam Smith Shoe to D-F-S 
Dancer-Fitzgerald-Sample, New 
York, has been retained by Sam 
Smith Shoe Corp., Newmarket, N. 
H., to direct all advertising for its 
Little Yankee shoes and other 
products of the company. Televi- 


CLINCH SALES 
with AUTOMATIC 


FILM SLIDES 


302. x 2” color slides are magnified 
upon the large ADmatic cabinet screen. 


ADMATIC automatically exhibits every six sec- 
onds sharp, clear pictures or copy messages even 
under bright over-head lights. Fool-proof, long 
life, sensibly priced. A “Natural” for point-of-sale 
promotion. Synchronized sound attachment at 
nominal added cost. 


ADMATIC PROJECTOR COMPANY 


111 West Jackson Blvd., Chicago 4, Ill. 
ADMATIC OF CANADA, 69 York St., Toronto 


Write for 
Circular A-7 


sion will be used. 


H 


radio stations everywhere 


> 


fore and he was ready to make an 
issue of it, declaring that “no 
damn whippersnapper could ques- 
tion him now.” Bill says it took 
a good deal of persuasion and 
wheedling to soothe his father’s 
ruffled feelings. He never was able 
to see it as a practical joke. To 
Bill’s old man it was neither prac- 
tical nor funny. 

In 1939 Bill was appointed pub- 
lisher of Electrical World and of 
Electrical Contracting, now Elec- 
trical Construction & Maintenance. 
Six years later he was elected a 
vice-president of McGraw-Hill and 
placed in charge of coordinating 
the company’s promotional re- 
search activities. 


a While in that position he en- 
gaged in a number of extra-cur- 
ricular activities as chairman of 
the ABP research and promotion 
committees, as a member of the 
Advertising Research Foundation 
committee on the Continuing Study 
of Business Papers, and as a mem- 
ber of the National Industrial Ad- 
vertisers Association committee on 
industrial advertising effective- 
ness. 

During the years he has devel- 
oped an interest in gardening into 
a satisfying hobby at his home in 
Scarsdale, N. Y.; he has been try- 
ing eagerly to get his golf game 
under 90; and has cultivated as a 
minor hobby a taste for historical 
reading. In recent years he has 
dabbled in the history of New 
York state and has collected a 
number of interesting volumes on 
the subject. 

But his major interest “was, is 
and always will be advertising and 
publishing in all of its aspects, but 
particularly and predominantly 
business paper advertising, with- 
out which modern industry could 


not have become what it is nor 
continue to grow. For if people 
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In your search for radio results, take a long 


NASHVILLE 


look at WSM, the station with power to cover 


its market and programming persuasiveness ta turn coverage into 


listeners. And for.convincing evidence of WSM’s unique program 


and talent potential, focus on this fact — in addition to regular sta- 
tion business, WSM is currently originating sixteen network programs 


weekly. Do*you know of another station anywhere with the quality 


and quantity of talent to do that kind of job? 


Ask Irving Waugh or any Petry man. 
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Want more facts? 
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Basic NBC Affiliate 


CLEAR CHANNEL 
50,000 WATTS 


HARRY STONE 
General Manager 
IRVING WAUGH 
Commercial Manager 
EDWARD PETRY & CO. 
National Representative 
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PHOTOGRAPHIC REVIEW gm 
OF THE WEEK 


GETS BLUE RIBBON—Walter C. Ayers (left), executive vice-president, and Richard 
Reins, vice-president and executive art director of Brooke, Smith, French & Dor- 
rance, Detroit, are pleased about the blue ribbon won by the Santa Claus display 
Pp INNER— inger, president, at the Detroit Art Directors second annual exhibition of advertising art. The Youngs- 
pa seal —,. gw oad oo town Kitchens piece was prepared by BSF&D for its client, Mullins Mfg. Co. 
Assn., presents the president's trophy to 
Paul Jordan, The Jordan Co., for his con- 
tributions to advertising and SCAAA dur- 
ing the past year. Jordan is a member 
of the board, and headed the sales tax 
committee which recently succeeded in 


NEW DIRECTORS—Just elected to the board of the Southern California Adver- 


tising Agencies Assn. are these three smiling agency men: Raymond B. Gage, C. : 
B. Juneau Inc.; Larry Pendleton, Larry Pendleton & Associates, and Willard G. derttying Pa won gh ca fan 
Gregory, Willard G. Gregory Company, all of Los Angeles. : 


as 


FITTING—Six types of work and sports gloves illustrate the headline in the July- 
August outdoor poster, appearing throughout the country for Dodge trucks. Ross 
Roy Inc., Detroit, is the agency. 


ACCOMPANIST—Hollywood starlet Dorothy Adamson journeyed to Riverside, Cal., 
to accompany the NIAA special train into Los Angeles. Surrounding her (left to 
tight) are Dick Jones, Architectural Forum, New York; John Hartman, Sales Man- 
agement, New York; John Howell, Fortune, Cleveland; Frank McDonald, Time, 
JWT FIELD REPRESENTATIVES—Seventeen field representatives 26-28. The representatives here are discussing problems involv- Chicago; Charles Ollinger, National Carbon Co., New York; Bob Aitchison, Industrial 
of J. Walter Thompson Co., serving 33 Ford dealer advertising ing sales conditions and dealer reactions to advertising and Marketing, Chicago; Dick Klein, Modern Machine Shop, Cincinnati; and Frank Burns, 
associations, convened in the agency’s New York office June merchandising tools developed by the agency. Forbes Magazine, New York. 


ll 


THE WINNERS—At the Los Angeles convention of the National Industrial Advertisers Assn., this group | Chain Store Age; B. P. Mast, Mill & Factory; William A. Marsteller, Rockwell Mfg. Co., who presented the 
received Industrial Marketing plaques for editorial achievement. Left to right they are: Larry Jackson, of awards; H. J. Matthias, Factory Management & Maintenance; M. D. Pugh, Physics Today; Richard Stock- 
Hardware Age; George Hook, Iron Age; Clotilde G. Taylor, Electrical Merchandising; John J. Hoffman, well, Aviation Operations; Fritz Goodwin, -Architectural Forum; and J. W. Bannister, Interiors. 
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Don't Be Caught 
Red-Handed, Duz 
Commercials Say 


New York, July 6—Last week, 
detergents were taking a severe 
lacing from Duz, whose new com- 
mercial was bare-knuckledly com- 
petitive. 

Detergents, Duz said by infer- 
ence, are hard on the hands. 
Many women have discovered this, 
and have come back to Duz. 


s A sample radio commercial be- 
gins: 

Woman: For white, white wash- 
es—without red hands—I’ve gone 
back to Duz. 

Announcer: Yes, for white, white 
washes without red hands, the 
swing is back to Duz. Duz does 
everything in your wash and does 
right by your hands. 

Woman: I didn’t think about my 
hands when I started experiment- 
ing with some of those no-rinse 
chemicals. But my hands couldn’t 
take it. So now I’m back to Duz. 
Duz gives me white, white, white 
washes without red hands. 

Ann: Is a pair of red hands the 
price you’re paying for doing your 
wash? Then use Duz next wash- 
day... have you ever seen all, all 
this with such wonderful treatment 
for your hands? 

Ann. No. 2: Duz can promise this 
because of the way Duz is made. 
Only Duz of all leading washday 
products contains such great quan- 
tities of real rich soap—combined 
with two modern detergents. Only 
Duz contains these qualities of rich 
real soap balanced with two mo- 
dern detergents. 

Ann. No. 1: That’s why Duz gets 
your clothes so wonderfully clean 
and white while it gives extra 
safety for colors and almost toilet- 
soap mildness to hands. 


s Duz, of course, is the product of 
Procter & Gamble Co., and in its 
time was the No. 1 packaged soap 
in the country. With the advent 
of detergents (notably Tide, also 
a P&G product) the whole com- 
plexion of the soap market 
changed. Tide is the country’s 
largest-selling packaged cleaner, 
and some estimates of its sales rise 
as high as 25%—i.e., one in four 
packages of soap and detergents 
sold is a package of Tide. 

- Further, Tide grabbed the “no- 
rinse” theme which Lever’s Surf 
originated, and virtually made it 
Tide property. Duz’s rough, plain- 
spoken copy is thus undoubtedly 
aimed at its sister P&G product. It 
has long been P&G practice (AA, 
April 24) to let brands stand on 
their own feet, and compete vigor- 
ously with each other. 

The Duz commercials now are 
running on “Guiding Light” 
(CBS), “Right to Happiness” 
(NBC) and “Truth or Consequen- 


Mr. Tima Mag: 
Before you Aut off ore 7% ' 


Thus 
check) your Falt 


BIGGEST RADIO 
1M THE U.S. TOOAY! 
I-MINUTE SPOTS OW 
50,000 WATTS 


WNOE- NEW ORLEANS 
OMY SIZES 


Sports! Mutual Co-ops! (1060 ON YOUR DIAL) 


25 YEARS OF SUCCESSFUL SERVICE TO abvestice 


NATIONAL " 
RA-TEL 


2 420 LEXINGTON AVE., N.Y.C. * 
$0,000 WATTS DAYTIME — 5.008 Warts miGHTTIME LUZ) 


= 


REPRESENTATIVES 


ces” (NBC). The phrase: “White, 
white washes—no red hands—I’ve 
gone back to Duz,” probably is 
headed for print copy shortly and 
for a fall spot campaign. Compton 
Advertising is the Duz agency. 


Ann McKnight Becomes Ist 
Woman Governor of AFA — 


Ann McKnight, — relations 
director of the Shepard Stores, 
Providence, R. I., and past presi- 
dent of the Providence Women’s 
Advertising Club, has become the 
first woman governor of the Ad- 
vertising Federation of America 
with her election as head of the 
First District. 

Other officers named include: 
lst lieutenant governor, Leonard 
Marcus, head of Leonard Marcus 
Co., Springfield, Mass., and 2nd 
lieutenant governor, Raymond 
Strawbridge, of Dickie-Raymond, 
Boston. William Tuthill and Mar- 
garet Higgins have been reelected 
treasurer and secretary, respec- 
tively. 


Withdraws Offer to Buy KRSC 


Sackett Enterprises, headed by 
Sheldon F. Sackett, has withdrawn 


Why Copywriters 


For verse accepte 


to AA’s Poetry Corner 
“Contributors receive no pay 


But tho’ our earning’s nothing-plus 
At least we’re not anony-mus. 


Reiss Advertising, New York. 


Contribute 


din AA.” 


—ELIZABETH TAUBIN 


its offer to buy Station KRSC, 
Seattle, at a price of $112,500, 
both parties to the transaction 
have revealed. Earnest money was 
forfeited. Pressure of other build- 
ing. projects, including new in- 
stallations for KROW, Oakland, 
Cal., and for KOOS, Coos Bay, 
Ore., were understood to be fac- 
tors in Sackett’s withdrawal. P. K. 
Lieberman, New York, is principal 
stockholder in KRSC. 


Four Appoint Ebersold 

Fred H. Ebersold Inc., Chicago, 
has been retained to handle the 
advertising of Meyer & Wenthe, 
John Mohr & Sons, Chicago Fuel 
Economy Corp., and Chicago Steel 
Service Co. 


Maps Laboratory Drive 


The laboratory equipment sec- 
tion of Scientific Apparatus Mak- 
ers Assn., Chicago, through Rich- 
ard H. Brady Co., Stevens Point, 
Wis., plans to launch a campaign 
to encourage better laboratory 
planning in schools and colleges. 
Full pages will be carried in ed- 
ucational and hospital publications. 
A booklet on laboratory planning 
also has been prepared. 


Bremers Joins WMAQ, WNBQ 


Otto Bremers, formerly a radio 
writer with Ruthrauff & Ryan, has 
joined the advertising and promo- 
tion staff of WMAQ and BQ, 
Chicago. 
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Zitt-Davis Names Phillips 
V. P. and Ad Director 


Lynn Phillips Jr., with Life and 
Time for the past 
two years, has 
been named vice- 
president and ad- 
vertising director 
of Ziff-Davis 
publications, ef- 
fective July 5. 

Mr. Phillips, 
who had _ spent 
eight years on 
Good House- 
keeping and Har- 
per’s Bazaar, will 
serve as adver- 
tising director for Flying, Modern 
Bride, Popular Photography, Radio 
& Television News, and the Ziff- 
Davis pulp fiction group. 


L. Phillips Jr. 


PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 


Harwe Fenill &-Company 
11 E.WALTON PLACE - CHICAGO II 


...like California without the 


Billion DollarValler of the Bees 


THE SACRAMENTO BEE 
The nation’s best test me- 
dium .. . located in the 
nation’s top test market. 
Reaches 9 out of 10 families 
in ABC city zone. . . half 
of all families in 19-county 
Sacramento trading area. 


Are you sitting pretty in California? You're not, 
if you miss the Billion Dollar Valley. You miss a 


THE MODESTO BEE 
in ABC city zone. . . half 


ty. The only daily paper 


US. average. 


Reaches 9 out of 10 families 
all families in Stanislaus Coun- 


Modesto — the city with per 
capita food sales 323% above 


Oakland combined.* 


of 


THE FRESNO BEE 


Ranks 3rd among all Sun- 
day papers in the West in 
1949 automotive linage. 
Reaches 9 out of 10 families 
in ABC city zone. . . half 
the families in 4-county 
ABC trading area. 


market with almost as many people as Los Angeles 
... higher total retail sales than San Francisco and 


And you do miss the Valley if you depend on 
coast papers. Valley people, 
Californians. They naturally prefer their own papers 
to faraway Los Angeles and San Francisco papers. 

Make sure, then, that you schedule The Sacra- 
mento Bee, The Modesto Bee and The Fresno Bee. 
Make sure, too, that you get the 1950 Consumer 
Analysis of Valley buying habits. Available to 
manufacturers and advertising agencies — write to 
McClatchy Newspapers, Sacramento 4, Cal. 


*Sales Manakement’s 1950 Copyrighted Survey 


M‘Clatchy Newspapers 


remember, are inland 


National Representatives ... O'MARA & ORMSBEE, INC. 


New York * Los Angeles * Detroit * Chicago * San Francisco 
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Most Cie Sonenete. most accurate, most 
effective Automotive Service 
Mailing Lists available — at lowes? 
rates. Used regularly by large direct 
mall ry Over 143,000 verified names 
Incl. 47,000 Car Dealers; 75,000 Repair Shops; 
12,000 Fleets; 8,000 Automotive Jobbers. Ad- 
dressing to any shop classification by states. 
Write for detailed state counts, rates—complete 

folder FREE on request. 


MOTOR SERVICE Ciickco'«, suinors 


Four Stations Form Network 


A metropolitan St. Louis radio 
network, to be known as the Great- 
er St. Louis Broadcasting System 
Inc., has been formed, KSTL 
KXLW, WEW and WTMYV, inde- 
pendent stations in the area, have 
joined the net. “The network has 
been established to afford adver- 
tisers the opportunity to blanket 
this metropolitan area at a sav- 
ing,” said William E. Ware, pres- 
ident of the new network and pres- 
ident of KSTL. 


Fitch Joins Segall Agency 


Herbert Fitch has joined Theo- 
dore H. Segall Advertising, San 
Francisco, as an account executive. 
He formerly owned his own agency 
in Albuquerque, N. M 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


Published bi-monthly at 20 West Putnam Ave., Greenwich, Conn. 


Three Name Maercklein 
Robert W. Maercklein Adver- 
tising Agency, Milwaukee, has 


been named to handle advertising 
for Fond du Lac Roller Corp., Fond 
du Lac, Wis., manufacturer of wool 
paint rollers; Home Mutuals In- 
surance, Appleton, Wis., and Mil- 
waukee Flush Valve Co., Milwau- 
kee, manufacturer of plumbing and 
bathroom fixtures. Kathleen A. 
McCabe, formeriy with Bruce Pub- 
lishing Co. and Hoffman & York, 
has joined the agency to handle 
radio and television copy and pro- 
duction. 


Air Group to Publish Manual 


The board of directors of Avia- 
tion Distributors and Manufac- 
turers Assn., Philadelphia, has 
voted to produce an all inclusive 
sales manual to assist airport serv- 
ice operators throughout the coun- 
try in the sale of aircraft. It will 
supplement literature prepared by 
individual manufacturers. The 24- 
page manual, to be completed in 
September, will be published in 
two colors with a 9x12” format. 
Davis-Parsons Inc., New York, has 
been assigned to produce the book. 


WHOSE EQUIPMENT 
SHALL WE BUY 
FOR OUR NEW HOME? 


LET'S LOOK AT OUR 
HOME OWNERS’ CATALOGS 
AND DECIDE! 


The greatest single factor of influence on buying 
decisions in the billion dollar custom-built housing 


market... 


Home Owners’ Catalogs. 


The most effective, most economical distributor of 
consumer sales literature to the greatest number of 
qualified home-planners ... Home Owners’ Catalogs. 


More manufacturers’ consumer catalogs distributed 
via Home Owners’ Catalogs in 1950 than ever before 
—over 2,480,000! 


See Standard Rate & Data Service 
for rates and complete data. 


Or write to.... 


HOME vind CATALOGS 


119 WEST 


Fw . DODGE CORPORATION’s 


CONSUMER CATALOG . 
DISTRIBUTION SERVICE 


pe a: 
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The Creative Uans Corner 


The copywriter thought it was good when he first got the 
idea. The art man wasn’t too excited about it until he thought 
of a way of making the illustration a little different—after 
all, just a man and a woman at a dining room table is no 
great shakes as an illustration. 

The client thought it was pretty hot. He wanted a few 
changes made here and there, but after all that’s a client’s 
privilege. So the ad was sent to the printer. A little tickling 
up was done on the first proof. Then it got its final okay 
and went off to the electrotyper. 

When it appeared, the client saw it coming in on the train 
and thought it was damn powerful. A space buyer from a 
medium size agency came upon it on his way to work in 
the subway, read it and said to himself: “Who do they think 
they are to tell me to shop carefully when I buy space?” 

A salesman on a rival publication saw it, read every word 
of it, tore it out and sent it to his boss saying, “Thought 
you’d be interested—if you haven’t already seen it.” An ad- 
vertiser, leafing through his morning paper, looked at it 
cursorily, agreed with it in principle, promptly forgot the 
name of the publication, went on about his work. 

At lunchtime, the client ran into a friend with another 
agency that has no account that could use the publication 
and the friend said, making conversation, “Swell ad you had 
in the paper this morning.” The client felt good. 

In Chicago, a columnist who comments on advertising saw 
it, wondered at all the human emotions that went into it and 
decided to do a column on it. Meanwhile, the copy man who 
wrote it was busy on another ad, rewriting it because the 
client didn’t think the approach was as good as the dining 


room table angle. 


production department. 
Sic transit gloria mundi. 


And so another advertisement ran its course, reacted dif- 
ferently on different people, and was gently laid to rest, em- 
balmed with rubber cement, in the proof book of the agency’s 


Elects Pteitfter President 


The Research and Engineering 
Council of Graphic Arts Industry 
has voted to incorporate, and has 
elected Frank F, Pfeiffer, Reynolds 
& Reynolds, Dayton, president and 
chairman of the executive com- 
mittee. The council represents 
about 40 trade associations in the 
printing and allied fields. Other of- 
ficers are: E. J. Triebe, Press, 
Kingsport, Tenn., and E. R. Duffie, 
Meredith Publishing Co., vice- 
presidents, and J. Homer Winkley, 
Battelle Memorial Institute, Co- 
lumbus, secretary. 


Sitton Gets New Post 


John M. Sitton has been a 
pointed assistant to the pu 
lisher of Modern Railroads, Chi- 
cago, a new position. He was for- 
merly district manager. Modern 
Railroads’ new eastern branch of- 
fice is located at 441 Lexington 
Ave., New York. 


Goodrich Promotes Heilman 

Henry E. Heilman, operations 
manager of International B. F. 
Goodrich Co., a division of B. F. 
Goodrich Co., Akron, has been 
named vice-president in charge of 
sales of the division. He succeeds 
William E. Ireland, who is now a 
sales executive in the B. F. Good- 
rich Co. of Canada. 


BSF&D Appoints Two 

Robert G. McKown, personnel 
director, has been named business 
manager of Brooke, Smith, French 
& Dorrance, Detroit. Fred P. Zick 
has been appointed director of 
graphic arts. 


.-|NBC-TV Names Osgood 


Stanton M. Osgood, previously 
TV production director of CBS, 
has been appointed manager of the 
film production and theater tele- 
ner division of NBC-TV, New 

ork. 


Advertisers drive sharp bargains outdoors 


ECONOMY. When Amoco buys ad- 
vertising they want something 
definite . . . the most impressions 
for the least dollars. And that’s 
why Outdoor outsELLs . . . be- 
cause it reaches more people, 


1925 Silver Anniversary Year 1950 


ee ae 


ee 


more often, more economically! 
General Outdoor Advertising Co., 
515 S. Loomis Street, Chicago 7, 
Illinois. 
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THE WONDERFUL LIFE OF THE ENGINEER 


The chemical engineer has a wonderful time being what he is. There 
can be no greater thrill than making something work, and work well. He 
takes ideas that have come from the brilliant research of chemists and physi- 
cists, and he develops these ideas until they become physical and economic 
realities. He ponders ways and means of insuring supplies of needed things 
for the future. He translates a laboratory phenomenon into a great stream 
of commercial production. He has as his philosophy that “an unused idea 
has the same significance as a picture in the dark.” 


- 


The history of chemistry shows a surprising thing. Nearly all the great 


“4 developments of the past few decades have come from the chemical engi- 
; neering development of ideas that came into the minds of men more than 
of 

s 30 years ago. There has been a wealth of ideas, but to put some of these 


a” ideas to work has required great sums of money. 


s 
; iy is spending about nine dollars for development for every one 
dollar spent for basic research. Nearly all the development expense is for 
. chemical engineering. So we can say that the chemical engineer spends 
4 nearly a billion dollars a year, as compared with something over a hundred 
“ million for all other forms of research. 


Ana after a chemical engineering development program is success- 
fully completed, it is necessary for industry to make large capital expendi- 
tures to make commercial quantities of materials for markets. Here again it is 
the chemical engineer who holds the principal responsibility for channeling 
the flow of many billions more into the purchase of plant and equipment. 


Eugene hy res 


Eugene Ayres is technical assistant 
to the executive vice president of 
the Gulf Research & Development Company 


This series of advertisements is published by the only U.S. magazine which covers all of the sciences SCJENTIFIC 
in the interest of a wider understanding of the role of science in industry. Reprints upon request: AMERICAN 24 West 40th Street, New York 18, N. Y. 
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Davis Joins Fawcett 


William J. Davis, formerly sales 
representative for Sport, has joined 
the eastern advertising sales staff 
of Mechaniz Illustrated, New York, 
published by Fawcett Publications. 


Bloede to Benton & Bowles 

Victor Bloede has joined the 
copy department of Benton & 
Bowles, New York. He formerly 
was vice-president and copy chief 
of French & Preston. 


WIP Appoints Spitzner 


Clyde R. Spitzner, formerly ex- 
ecutive director of the Philadelphia 
Junior Chamber of Commerce, has 
been appointed commercial mana- 
ger of WIP. Philadelphia. 


Herman to Gourfain-Cobb 

Sam Herman, formerly copy 
chief of Phil Gordon Agency, has 
joined the copy staff of Gourfain- 
Cobb Advertising Agency, Chi- 
cago. 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


INSTALLATION—J. Frank Bean of National Biscuit Co., new president of the Adver- 

tising Club of New Haven (second from left), receives a book taini 

of the nearly 300 guests in attendance at the club’s annual installation dinner. Mak- 

ing the presentation is New Haven’s Mayor William C. Celentano. At left is Robert 

P. Anderson, New England district governor, Advertising Federation of America, 
and at right, William H. Tuthill, retiring adclub president. 


Avery-Knodel Moves Offices 


Avery-Knodel, radio-television 


Dorland Agency Moves 
John Paul Dorland, Philadelphia, 


station representative, has moved| general advertising agent and mer- 
to new and larger offices at 608|chandising counselor, has moved 


Fifth Ave., New York. 


to larger offices at 1632 Spruce St. 


Now —Kimberly-Clark brings you 


Premium Papers at 
Standard Prices! 


HERE'S YOUR BEST SUPER SALESMAN — NEW LEVELCOAT— READY FOR SUPERCALENDERING! 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For Kim- 
berly-Clark’s four new fully-coated 
Levelcoat* papers with new fiber, 
new formula, give you premium qual- 
ity press performance and reproduc- 
tion—at the cost of ordinary paper! 

You'll see new whiteness and 
brightness, feel new smoothness, in 
all four Levelcoat papers. In make- 
ready, on large or small presses, 


you'll discover new economy and 
dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there’s a striking new difference in 
the quality of printing achieved— 
with less waste—on new Levelcoat. 

So regardless of your paper re- 
quirements — for long runs or short 
runs, for advertising pieces, mag- 
azines or house organs—look to 


Levelcoat for printability at its best. 


He barks! — After leaving the automatic barker, 
logs are further stripped by the hand barker. 
Extra steps in the careful preparation of other 
raw materials, too, help assure this new premi- 
um quality. It’s the finest paper in Levelcoat 
history—whiter, smoother, stronger, more versa- 
tile than you ever before believed possible. 


Proof of the paper is in the pulp! After fur- 
ther refining, and the addition of Long Lac 
sulphate fibers, this fluid pulp goes to the paper 
machines. The result then, will be a bright new 
premium paper that prints with exciting needle- 
sharpness ... gives you brilliant true-to-life repro- 
duction that snaps, sings, sparkles ! 


Ever try to pass 79 final exams? Levelcoat 
does, or it never leaves the mill! Many tests aregy 
made on precision instruments; others with the 
skilled hands of highly-trained personnel. These 
people are proud of new Levelcoat—proud enough 
to make sure it gives you the press performance 
and reproduction of higher-priced paper! 


Before choosing any printing paper — Look at Levelcoat 


New HIFECT* — with sulphate-cooked 
fibers added, permanence, foldability, di- 
mensional stability make Hifect ideal for 
covers or any fine letterpress printing. 


New LITHOFECT*-—for finest offset 
printing. Provides a moisture-and -pick-re- 
sistant coating. Offers outstanding foldabil- 
ity. Renders colors without loss of density. 


New TRUFECT*—whiter, smoother, folds 
even better than before. Trufect, for letter- 
press, offers faster ink setting time, greater 
press dependability, finer reproduction. 


New MULTIFECT*—an economy sheet 
for volume printing. Now Multifect has added 
strength, better foldability, greater uniform- 
ity ream-on-ream than ever before. 


KIMBERLY- CLARK 


CORPORATION 
Kim 
NEENAH, WISCONSIN (= 
“TRADEMARK 
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Pan American Takes 
Publishers on Trip 
to South America 


New York, July 5—A group of 
27 editors and publishers took off 
from New York International Air. 
port here last week to inaugurate 
Pan American World Airways’ 
twice-weekly E] Presidente luxury 


CHICA 
pendent 
of the T 

Natio. 
gists ha: 
Product 
service between New York and f York, 


Buenos Aires. They will be gonefof Sta 
six days, visiting Brazil, Uruguay j Bands,” 
and Argentina. Stars.” . 

The flight, made in the double. j been sp 
decked clipper Friendship, is the} evision 
eighth in a series of publishers'} drug stc 
flights which were started in 1934] Consic 
to acquaint them with conditions} mand fc 
overseas and with commercial avi-j dise of 


ation’s latest advances. accredit 
two sho 
a Guests of Juan Trippe, Pan Am} fied cha: 


president, include: Thomas H, 
Beck, chairman of Crowell-Collier| @ Unde: 
Publishing Co.; Elliott V. Bell, pub-} cade of 
lisher of Business Week; Richard} announc 
E. Berlin, president, Hearst Corp.; 
Jack Bisco, vice-president andjto cover 
general manager of United Press;jblem o 
Amon G. Carter, publisher, Ft,}screened 
Worth Star Telegram; Norman/jtold that 
Chandler, president, Los Angeles}drug stc 
Times; Gardner Cowles, president, |blem. 
Cowles Magazines Inc.; Fleur} The a 
Cowles, editor of Flair; Virginius|New Yo. 
Dabney, editor, Richmond News}in 18 oth 
Leader. “Caval 

John D. Ewing, president, Times} continue 
Publishing Co., Shreveport, La;}point to 
Philip L. Graham, president andjcomparis 
publisher, Washington Post; George} to the 
Healy Jr., publisher, Times Pica-jbring th 
yune Publishing Co., New Orleans;j} ment pe! 
Lee Hills, managing editor, Miami{ Stars.” 1 
Herald; William Randolph Hearstjonly in 1 
Jr., publisher, New York Journaljfrom “St 
& American; Philip L. Jackson,jable amc 
publisher, Oregon Journal; Dan) “Bands.” 
Mahoney, publisher, Miami News; 
J. Loy Maloney, managing editor,}# John 
Chicago Tribune; Paul Miller, edi,} secretary 
tor, Rochester Times Union. opened 1 
about th 
= Maurice T. Moore, chairman off Furthe 
Time, Life, Fortune; Francis §,)"Ve evid 
Murphy, publisher, Hartford){t man 
Times; Benjamin M. McKelway,} of t 
publisher, Washington Star; Mrs.j*°res ir 
Ogden Reid, publisher, New York}"4med cl 
Herald Tribune; Marc A. Rose, | 2m 
senior editor, Reader’s Digest; Rob- bers of } 
ert L. Smith, publisher, Los An-|“!ies inv 
geles Daily News; James Stahl- —_ we 
man, publisher, Nashville Banner; age of 
Frank J. Starzel, general manager, r. Darg 
Associated Press; John N. Wheeler, 
president, North American News-| Solar Nc 
paper Alliance. Solar § 

Also in the party were Edward}2amed L 
J. Noble, chairman of Americanj\ew Yor 
Broadcasting Co.; Frank White, mali wil 
president of Mutual Broadcasting}ha, not h 
Co.; Rep. Carl Hinshaw of Cali-§1§ month 
fornia, and Sen. Edwin C. Johnson 
of Colorado. 
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Schreiber to Elgin American 


Norman B. Schreiber has beet 
appointed executive vice-presiden 
of the Elgin American Division of 
Illinois Watch Case Co., Elgin, Ill 
He was formerly president of Dai 
ley, Brenner & Schreiber, manage 
ment consultant, and presiden! 
and director of General Engineer 
ing & Mfg. Co. Mr. Schreiber hai 
been counsel to Elgin America 
for the past ten years. 


Cooper « 
Don L. 
Ogden, U 
Crowe, S: 
en na 
charge of 
Snyder's Starts Campaign Ida., offic 
Introducing Harmony sectional 
ensembles for Snyder’s Ltd., furni 
ture manufacturer, Waterloo, Oo 
the Walsh Advertising Co., Toron 
to, placed full-page color ads ij 


weekend rotogravure sections. The | Manufa 
trade has been provided with di we ‘ 
play cards, window banners ani he «oe Sa 
dealer advertising mats. market “st 
Petitive ac 
Names Werner Associates 
types of 5 


Ludlow Werner Associates, Ne 
York, has been named public 
lations counsel and sales repre 
sentative in the Negro market 8 
the Pleasant Valley Wine Cé 
Rheims, Hammondsport, N. ¥ 
specializing in the Great Westef 
line of American champagne 
sweet and dry wines and vermouth 


BUSINESS 
PAPERS 
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Retail Druggists 
Become Sponsors of 


‘Cavalcade of Stars’ 


Cuicaco, July 5—Now the inde- 
pendent druggist won’t be left out 
of the TV advertising picture. 

National Assn. of Retail Drug- 
gists has made an agreement with 
Product Advertising Corp., New 
York, producer of “Cavalcade 
of Stars” and “Cavalcade of 
Bands,” to sponsor “Cavalcade of 
Stars.” Both television shows had 
been sponsored by Drug Store Tel- 
evision Productions, composed of 
drug store chains. e 

Considerable added sales and de- 
mand for the advertised merchan- 
dise of chain drug stores has been 
accredited in the drug field to the 
two shows, which plugged identi- 
fied chain stores in 20 cities. 


se Under the agreement, “Caval- 
cade of Stars” is to open with the 
announcement “Your druggist pre- 
sents...” Then commercials are 
to cover all drug stores. The em- 
siblem of association is to be 
screened. The audience is to be 
told that the show is sponsored by 
drug stores that display the em- 
blem. 

The agreement is in effect in 
New York and Boston and will be 
in 18 other cities before October. 

“Cavalcade of Bands” is to 
continue to carry commercials that 
‘Ipoint to named chain stores. A 
comparison of results, according 
to the retail association, could 
bring this show under the agree- 
‘iment pertaining to “Cavalcade of 
Stars.” The transfer would occur 
only in the event that the returns 
from “Stars” are greater to a siz- 
able amount than the results from 
“Bands.” 


s John W. Dargavel, executive 
secretary of the association, 
opened negotiations that brought 
about the agreement. 

Further progress calls for posi- 
tive evidence that it is profitable 
for manufacturers to focus atten- 
tion of the consumers on the drug 
stores in general instead of on 
named chain groups. . 

“I am confident that the mem- 
bers of NARD in and near the 20 
cities involved will back the agree- 
ment we have made with the pro- 
ducer of ‘Cavalcade of Stars’,” 
Mr. Dargavel said. 


Solar Names Hicks Agency 


Solar Steel Corp., Cleveland, has 
named Lawrence Boles Hicks Inc., 
New York, to handle its adverti- 
sing. Business papers and direct 
mail will be used. The company 
has not had an agency for the past 
18 months. 


Two Magazines Up Rates 


Le Samedi and La Revue Popu- 
laire, published by Poirier, Bes- 
sette & Cie Ltd., Montreal, have in- 
creased their rates effective 
March, 1951. Both publications 
have increased their basic page 
j-gtate from $490 to $560. 


Cooper & Crowe Ups Watkins 


Don L. Watkins, manager of the 
‘}08den, Utah, office of Cooper & 
Crowe, Salt Lake City agency, has 
nm named vice-president in 
charge of the Ogden and Pocatello, 
Ida., offices. 


WHAT’S GOING ON? 


this 
for collecting editorial 
Publicity, for making research and 
Market studies, for main com- 


Booklet No. 10 “How Business Uses 
Clippings” telis the whole story 


BACON'S CLIPPING BUREAU 


BUSINESS *” FARM GEN’ Rat 
PAPERS PR PAPERS MAGAINES 
Decrborn St 
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SALES AlD—Ronson Art Metal Works, 
Newark, N. J., is making this new coun- 
ter merchandiser available to the trade. 
Made of blonde birch, the cabinet dis- 
plays eight Ronson lighter models. 


Wico Selects Cayton Agency 


Wico Electric Co., West Spring- 
field, Mass., has picked Cayton 
Inc., New York, to handle adver- 
tising for Wico cigaret lighters, 
the company’s new consumer prod- 
uct. Wilson, Haight & Welch con- 
tinues to service the company for 


APRA Announces Fourth 
Annual Awards Competition 


The American Public Relations 
Assn., 1010 Vermont Ave., N. W., 
Washington 5, has announced the 
opening of the fourth annual pro- 
gram of awards for outstanding 
a hievement in public relations 
during 1949-50. Deadline for sub- 
mission of entries is Sept. 15, with 
awards being made Nov. 14. 

Entries, not just limited to mem- 
bers of APRA, may be sent in from 
any concern, association, corpora- 
tion or groups engaged in public 
relations, except members of the 


ganizations they represent. A fee 
of $15 must accompany each speci- 
fic entry. 


Elects Trind] President 


' Ralph Trindl, personnel manager 
of J. Laskin & Sons Corp., has been 
elected president of the Industrial 
Relations Assn. of Wisconsin. 
Other officers are: C. S. Haagen- 
son, Allis-Chalmers Mfg. Co., vice- 
president; R. T. Kelley, Trackson 
Co., secretary, and Clifford Mc- 
Bride, Pabst Brewing Co., treas- 


committee on awards and the or-| 


Dunne Joins Fawcett 


Fawcett Publications, New York, 
has added Christopher J. Dunne, 
formerly with Street & Smith 
Publications, to the eastern adver- 
tising sales staff of Fawcett 
Women’s Group. 


Business Paper Moves 


Super Market Merchandising has 
moved from 45 W. 45th St. to 67 
W. 44th St., New York. 
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Shinneman Joins Long Agency 

Loren Shinneman, formerly with 
C. M. Said & Associates, St. Louis, 
has joined the industrial accounts 
staff of W. H. Long Co., York, Pa., 
as an account executive. 


‘TV Guide’ Appoints Krause 


David S. Krause, formerly with 
Hearst Magazines Inc., has been 


bynes circulation manager of 
Guide, New York. 


ADVERTISING PROFESSION. 


qi 


Sales Portfolios - Advertising Specialties | 
- Die-Cutting * Mounting « Paper Lining, etc. 


and subsidiary 


SERVICE BINDERY CO., INC. 
“SERVICE MOUNTING & FINISHING: co. 


Plant —2241 South Wabash AvenveeCh 
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God helps those who... 


By 10 am the parked cars overflowed the 
open cornfield, and people kept on coming. 
And why not? After the newspapers had run 
big ads and printed hand bills free, and a 
flying farmer had scattered broadsides from 
his plane... anybody in Kossuth County, 
Ia. had to be deaf, dumb, blind and solitary 
not to know about this auction! 

Under the big tent loaned by the County 
Fair Board, on plank flooring supplied by the 
State Highway Department, there was enough 
stuff to fill several stores — everything from 
turkeys to tractors. Dealers in nearby towns 
put up appliances, 
cars, trucks, and 
farm machinery, 
to be sold on commission. 

The auctioneers contributed their services. 
The staffs of the Algona banks took in the 
money, made change, kept the records. 

Bidding was brisk and items were snapped 
up fast. A new car was bid up to within 
$10 of the list price, and the dealer offered 
another . . . A crate of roosters was sold, and 
resold for $80... An old mule was auctioned 
off so many times it netted $117. 

The Women’s Service unit served, a full 
dinner at noon, handed out soup, sandwiches 
and coffee the rest of the day. 

A good time was had by all, while the 


Good Hope Methodist Church made sales 
of more than $70,000—made enough to lift ° 
the mortgage, and remodel the building as a 
community center! 

The Good Hope enterprise, enthusiasm, 
and community spirit... the large donations 
and the high bids ... reflect the prosperity of 
the better farmers, choice customers for the 
best goods—but often ineffectively reached 
by national advertisers. 


This much-missed market is best 
reached by SuccessFuL FARMING .. .with more 
than a million circulation concentrated 

in the 15 agricultural Heart states 
#2 among the nation’s best farmers with 

the best soil, largest investment in land, 
buildings, and machinery, highest yields 
and largest gross incomes—509%) above the 
national farm average. 

A national list of general media 
merely fringes this top market 
... only SF covers it intensively, 
effectively in one medium, 
at one low cost. Ask any 
SF office for all the facts... 
SuccessFUL FARMING, Des 
Moines, New York, Chicago, 
Cleveland, Detroit, Atlanta, @ 
San Francisco, Los Angeles. 4 asl 
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Morals Aren’‘t the Issue, 
Nichols Says of Springs Ads 


To the Editor: It was most en- 
couraging to read in Voice of the 
Advertiser (June 5) the fine let- 
ters agreeing with your editorial 
“The Colonel and His Talents.” 
Ten or 15 years ago such reference 
to bad taste in advertising would 
have marked you as an impractical 
idealist by those in the profession 
who at that time terminated sim- 
ilar discussions with, “Hell! This is 
a business!” 

For some strange reason too 
many of the opposition of those 
days could not understand that we, 
too, believed advertising to be a 
business. 

I believe that the use of “off- 
color” pictures in advertising 
springs from “off-color” jokes 
used by salesmen. This well-known 
and proved “ice-breaking” tech- 
nique worked wonders in rural 
communities where prospects were 
shy of strangers. The idea is still 
in use, and when discreetly ap- 
plied, the old formula serves much 
like a cordial highball in loosen- 
ing an otherwise cold situation. 
But, after the device served its 
purpose the salesman could drop 
it aside and go into his serious dis- 
cussion of the merits of his prod- 
uct. 

It should be clear that an “off- 
color” picture can’t be dropped 


aside. It stands in the midst of the 
copy, as intrusive as a near-nude 
dancer might be at the speakers’ 
table after her routine of lunch- 
time entertainment was finished. 

Such pictures are not appealing. 
They are shocking. They are shock- 
ing to every man who can see, 
no matter what his tastes may be, 
no matter if he wolf-whistles or 
sighs or lifts his hands in horri- 
fied objection. This shock reaction 
is due to a deep intuitive rejection 
of such women as bearers of child- 
ren. No man who loves children 
would marry such a woman...a 
woman who suggestively throws 
her body about before all men. 
And it can be safely concluded 
that no product can benefit from 
the use of an illustration which 
creates this type of emotional re- 
action. 

Such pictures equally shock wo- 
men...except those in the pro- 
fession of posing for them. For, 
like the men, women are moti- 
vated to attract a man—one man— 
for the sake of having children. It 
has been proved that no woman 
can enjoy sex without thinking of 
a resultant child. How, then, can 
users of “off-color” pictures ex- 
pect to build solid acceptance of 
their products through a psycho- 
logy which is labeled “abnormal” 
in books on human behavior? 

A picture procedure of the Colo- 
nel’s type cannot be looked upon 


Ghe Convier-Zonrnal 
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as business. It is “monkey-busi- 
ness,” not, however, as animal 
as the monkeys. They know better 
than to foul up their business of 
living with frequent sallies into 
abnormal psychology. 

Morals should not be the issue. 
Morals change as truth creeps into 
man’s knowledge. What was im- 
moral a couple of decades ago is 
not necessarily immoral today. 
Once upon a recent time a woman 
who dressed in a fashion which sil- 
houetted her feminine charms was 
more than frowned upon. Now it 
is how she displays her charms 
which determines either approval 
or disapproval. Disapproval, as I 
have tried to explain, is intuitive- 
deep. 

Isn’t it obvious that the busi- 
ness of advertising, to »e pro- 
fessionally good, must delve into 
the psychological aspects of pic- 
tures before trusting them to the 
serious job of promoting a prod- 
uct? 
DALE NICHOLS, 
David City, Neb. 


Aids Public Understanding 
of Inflation Problem 


To the Editor: That was an in- 
teresting comment of Mr. Crain’s 
(Footnotes, AA, June 5) on the 
campaign to sell government sav- 
ings bonds, and the effects of in- 
flation on the value of such invest- 
ments. 

The implications would seem un- 
avoidable that anyone offering or 
recommending the purchase of dol- 
lar securities of any kind should 
also recognize an obligation to 
work for the preservation of the 
future value of the dollar by fight- 
ing inflation. 

You might be interested in our 
most recent effort along this line— 
the enclosed series of reports on 
inflation and what it is doing to 
the future of the average American 
family. We have reprinted this 
series in the little booklet, also en- 
closed, with which we respond to 
inquiries. 

Wayne C. KILBOURNE, 
Manager, Family Economics 
Bureau, Northwestern Na- 
tional Life Insurance Co., 
Minneapolis. 


Puzzled Adman Finds 
Toni Headline Disturbing 

To the Editor: From the current 
talk of Fairfax Cone to the AFA: 

“I would like to see the adver- 
tising clubs of America set up 
groups to watch advertising fool- 
ishness—and when they find it, 
laugh it out of being. Just as surely 
as dishonest advertising contami- 
nates honest—blatant, foolish ad- 
jectives destroy the worth of 
words. And let’s save ‘amazing,’ 
‘sensational’ and ‘stupendous’ for 
the circus” (AA, June 12). 

And, from the June 20 Chicago 
Tribune—a full page ad from Mr. 
Cone’s agency with a quiet, non- 
blatant—non-intelligence-insulting 
headline that reads: “ONLY TONI 
DARES ASK THIS QUESTION: 
Which twin has the Toni?” 

PuzzLEp ADMAN. 

Puzzled Adman is perhaps a 
little too critical, on the basis of 
omitting part of the _ headline, 
which actually read: “Only Toni 
dares ask this question: One of 
these twins has a Toni—the other 
has a $20 permanent. Can you 
tell—which twin has the Toni?” 


AA Can Supply Them 

To the Editor: In your column 
“Voice of the Advertiser” in the 
June 12 issue, you replied to a 
letter from Joseph Katz, advising 


that case histories were available 
in a book entitled “The Inside 
Story of America’s Greatest Mer- 
chandising Organizations.” 

Can you advise us where to 
obtain this book, and the cost? We 
would like very much to order a 
copy. 

MARGARET SLANEY, 

Research Director, James Lov- 

ick & Co., Toronto. 

Copies of this book are available 
from the AA circulation depart- 
ment, 200 E. Illinois St., Chicago 
11, at 75¢ each. 


P&G Spots for Tide 
Feature WSM Talent 

To the Editor: For the first 
time in history, so we are told, 
Procter & Gamble has bought a 
spot radio series for its fine prod- 
uct Tide in unrated time. 

Beginning Monday, June 12, 
P&G started its new series “Hits 
from the Hills” over WSM, 6:15- 
6:30 a.m., Monday, Wednesday and 
Friday.. Talent on the show is 
from the WSM Grand Ole Opry. 
Appearing are the new WSM find, 
Carl Smith; the comedy team of 
Lonzo and Oscar; and String Bean 
and his banjo. Agency for the ac- 
count is Benton & Bowles. 

This item seems like news to 
me and I thought you would be in- 
terested. 

Tom STEWART, 

Director of Publicity and Pro- 

motion, Station WSM, Nash- 

ville. 


Finds Building Story Useful 

To the Editor: May we have 
permission to reprint Mr. Cohen’s 
article, “The Building Boom: 
A Major Reason for Continuing 
Record Business,” which appeared 
in the June 5 issue of ADVERTISING 
AGE? We would like very much to 
use this article in the July issue 
of our external house magazine, 
“The Mitre,” which is circulated to 
over 6,600 retail building material 
dealers, architects and contractors 
in the Southwest. 

RUSSELL TODARO, 

Assistant Advertising Man- 

ager, Wm. Cameron & Co., 

Wholesale, Waco, Tex. 


Applauds Acme Beer Label 

To the Editor: It strikes me 
Acme Breweries are headed for 
ever higher sales peaks with that 
new beer can shown on Page 51 
of AA for June 19. 

Even in black and white it “looks 
like it’—a chill tall glass of the 
choicest. Those responsible rate 
a prolonged round of applause, at 
least. For anticipation build-up is 
part and parcel of sales every 
time. 

R. G. TANNEHILL, 
Kansas City, Mo. 


Tube Turns Salesmen to Get 
Arno Johnson Reprints 

To the Editor: Our sales man- 
ager has been very much impressed 
by Arno Johnson’s article in the 
May 29 issue of ADVERTISING AGE. 

He would like to reproduce the 
article for distribution to our 
sales staffs, crediting your publica- 
tion. May we have your permission 
to do this? 

WILLIAM T. OWENS, 
Director of Public Relations, 
Tube Turns Inc., Louisville. 


Us Editors Agree 

To the Editor: I was all set to 
switch to Calvert...until I saw 
THIS! 

Copy in this Wilken Family ad 
says, “The EXACT SAME whisky 
as us distillers drink ourselves!” 

That “us distillers” did it. 

Shades of long-lost mountain 
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dew! Oh boy, I can just see the 
Wilken boys around the still, long 
beards et al, a’waitin’ for them 
revenue boys to come a ‘snoopin’ 
through the brush. 
If’n them there Wilken boys can 
make good old mountain rotgut 
as well as they can murder Eng. 
lish, then Calvert and I will stil] 
be strangers. 
WititiaM J. DUNBAR, 
Account Executive, Harris D. 
McKinney Organization, Phil- 
adelphia. 


Repository 
Per family food 
purchases now 
$25.13 a week in 


CANTON, Ohio 


Here is the story in a nutshell. 
U. S. annual food sales per 
family — $913. State of Ohio, 
$1,003 per family. CANTON, 
OHIO ANNUAL FOOD SALES 
PER FAMILY — $1,307. Divide 
$1,307 by 52 weeks and you 
have it— $25.13. Total food 
sales here for 1949 were $36,- 
984,000. 


What goes 
with food? 


Plenty! Dishes, kitchen ranges, 
refrigerators, linoleum, cutlery, 
cooking utensils, fans, beer and 
other beverages, etc., etc. So, if 
you have anything for sale that 
goes with food, this is, without 
any question, one of the best 
test markets and regular sched- 
ule places in all America. 


Food linage here is 
way out in front 


Match these figures with any 
market. In 1947 our 67 local 
food advertisers used 889,959 
lines. In 1949 they jumped to 
1,361,430 lines. National food 
advertisers jumped from 484,- 
820 lines in 1946 to 802,759 lines 
in 1949. 
Call, write or phone if you have 
anything for sale. We know the 
customers you may want to sell. 


This is 


of the National 
Advertising De- 
artment of the 
anton Reposi- 
tory. He knows 
the brokers, job- 
bers and dealers 
you may want 
know. 


OUR 7 PAPERS 


© CANTON (OHIO) REPOSITORY 
© STEUBENVILLE (OHIO) HERALD-ST 
© SALISBURY (MD.) TIMES 


These 3 represented by 
Story, Brooks & Finley, Inc. 


© MARION (OHIO) STAR 

© EAST LIVERPOOL (OHIO) REVIEW 
© PORTSMOUTH (OHIO) TIMES 

© SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 


BRUSH: MOORE 
NEWSPAPERS 
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Warner Co., LaRoche Find Delicate 


Way to Show Bras, 


BRIDGEPORT, CONN., July 6—Mod- 
els who look alive, but aren’t— 
because they’re the pretty subjects 
of a magazine ad series—came to 
the rescue of an advertiser and 
its agency faced with the problem 
of presenting foundation garments 
in television spots. 

When Warner Bros. Co. asked C. 
J. LaRoche & Co. to prepare some 
film spots for Warner girdles and 
bras, the agency set out to find a 
way to show these next-to-skin 
items on the human form in a 
manner acceptable to stations and 
viewers. Usually, TV commercials 
for similar undergarments, if ac- 
cepted by stations, have shown a 
female announcer or commenta- 
tor holding up the garments for the 
viewer’s inspection while she gives 
the sales story—a procedure de- 
cidedly lacking the allure of a 
live-model presentation. 

So the magazine ads, wrapped 
up in a narrative, were decided 
upon for the one-minute announce- 
ments. A typical situation shows a 
girl whose brother calls to say 
he’s bringing home his handsome 
college roommate. Sister, who has 
been overindulging in sweets and 
shows it, glumly leafs through 
Vogue—her eyes lighting, of 
course, on an ad for a Warner 
girdle. 


a At this point the camera moves 
in for a closer look at the Warner- 
clad beauty, and the pickup is 
good enough to give the impres- 
sion of the real thing. _ 

Before going ahead with the 
actual shooting of the spots, La- 
Roche’s radio men sounded out 


Girdles on TV 


network executives on the general 
idea. No objections were made, 
and the filming got under way. 
As a further step in paving the 
way for station acceptance for the 
announcements, which were made 
as a part of the company’s cooper- 
ative advertising campaign, War- 


APPROVED—An interesting story, taste- 

fully told, got this Warner Bros. commer- 

cial past the TV censors. In the spots 

the model looks very much alive, although 

she is only a photograph in a full-page 
magazine ad. 


ner bought time for an initial ser- 
ies on WNAC-TYV, Boston. 

“We figured nobody would be 
likely to ban the spots if we could 
say they had been run in Boston,” 
John Washburn, radio-TV director 
for the agency, said. 


sw Creative work on the series, of 
which three have been completed, 
was done by Jane McPherson, 
copywriter on the account. De- 


spite the copy titles—“You ought 
to be hugged, not squeezed,” “Does 
your girdle have a crush on you” 
and “We've taken the sighs out of 
size”’—the spots get across War- 
ner’s main selling theme: “Three- 
way-sized to fit the individual.” 


The announcements have been 
seen in the following cities, with 
local department stores paying 
half the time costs: Boston (Will- 
iam Filene’s Sons Co.); Fort 
Worth (The Fair Store); Los An- 
geles (Broadway Store) and New 
York (Saks 34th St.). This is only 
a partial list; more than 24 retail- 
ers have ordered the open-end 
spots. 

Advertising-wise, the campaign 
is coordinated with magazine pro- 
motion, which it brings to “life.” 
To merchandise the series, the 
agency has prepared a_ special 
booklet with suggestions for pro- 
motional tie-ins, window displays, 
etc. 


Wanamaker to Sponsor Show 


John Wanamaker, Philadelphia, 
department store, will sponsor a 
one and one-half hour show five 
days a week over WCAU-TYV, Phil- 
adelphia, from 10:30 a.m. to 12 
noon, beginning Sept. 11. The con- 
tract calls for a 10-week test per- 
iod. It is scheduled to be dropped 
during the Christmas season and 
probably resumed afterwards for 
a long run. Lamb & Keen, Phil- 
adelphia, is the agency. 


Moves Regional Office 


United Air Lines has transferred 
its eastern regional sales office 
from Chicago to New York. The re- 
gional office, under the direction 
of M. P. Bickley, will be located at 
80 E. 42nd St. 


Jordan Resigns Milani 

Jordan Co., Los Angeles, has re- 
signed the account of Louis Milani 
Foods Inc., Maywood, Cal. 


Hotchkiss’ ‘Outline’ 
Revised, Enlarged 
for Third Edition 


New York, July 6—An en- 
larged and revised third edition of 
“An Outline of Advertising” by 
George Burton Hotchkiss, professor 
of marketing, New York Univer- 
sity, has been published by Mac- 
millan Co. 

Designed primarily as a general 
survey text to be used in college 
and university courses, the book 
offers much useful material for 
anyone employed in advertising. 

Although no radical changes 
have been made in the present 
edition, some chapters have been 
completely rewritten, especially 
those on radio and television, and 
more than 50 new illustrations 
have been added, bringing the total 
to over 120. 


# The book is divided into four 
sections on philosophy, science, art 
and strategy of advertising, each 
part being a comprehensive study 
of the various types of work in- 
volved. 

It is Dr. Hotchkiss’ beliet that 
Part 1, the Philosophy of Adver- 
tising, is of “paramount impor- 
tance,” and he devotes to this sec- 
tion discussions on the evolution 
of advertising, the partnership of 
advertising with journalism, the 


<= 
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rise of national advertising, the 
social values of advertising and the 
advertiser’s policies and plans. 


Besides the many illustrations, 
some in color, the text contains 
diagrams, charts, chapter study 
helps and separate bibliographies 
for each chapter. The price is $5. 


‘Denver Post' Names Buxton 
Acting Advertising Director 


Charles R. Buxton, assistant 
business manager of the Denver 
Post, has been appointed acting 
advertising director. He succeeds 
Samuel G. Howard, who resigned. 

Ed H. Roberts, formerly assist- 
ant circulation director, and Fred- 
erick West, formerly head of pro- 
motion and research, have been 
named assistant business man- 
agers of the Post. Nicholas De 
George, formerly in the mainte- 
nance department, has been made 
mechanical production manager. 


Appoint Robert Perkins 

Robert W. Perkins, formerly a 
vice-president of Draper, Perkins 
& Associates, has been named an 
account executive of Geffen, Dunn 
& Co. and William E. Rudge’s Sons, 
New York, printer. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


SINCE 19028 

LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 
SEATTLE NEW WORLD LIFE BLDG. 


TOY 


is a $300 MILLION Business! 


40 million youngsters demand toys. Distributors regularly read 


TOYS AND NOVELTIES, “The Voice of the industry”. Contect us for further information. 


TOYS & NOVELTIES 


BELL BUILDING 
CHICAGO 11, ILL. 


AMERICA'S 
FASTEST GROWING 
MAGAZINE WILE 


Some shrewd adver- 


@ THE WEEK’S BIGGEST NEWS 


Russia Gives Its ‘Peace’? Terms 
Hints that the U. S. was nearing a drastic 
change in policy became official. U. S. reporters 
in Tokyo were told that Gen. MacArthur: 1) 
thought war with Russia unlikely, perhaps for 
10 years; 2) wanted the U. S. to hold Formosa. 
MacArthur reportedly urged on Defense Sec. 
Johnson and State Dept. adviser John Foster 
Dulles a reversal of the policy the U.S. adopted 
a year ago in washing its hands of Nationalist 
China. Johnson already was inclined to go 


along. 


JUNE 26, 1950 


Vol. 2, No. 26 


Quick 


Reg. U. S. Pat. Off. 


COWLES MAGAZINES, INC. — PUBLISHERS OF LOOK ¢ QUICK « FLAIR 


Pictures of the Week . 29 
62 


Predictions 
23 Quick Quiz 


Of-The-Week Stories 10 


ee 
os 


Saloon 08, septate 


Background: Behind the new calls for a firm policy 
in Asia was a growing belief in the West that Russia 
expected conquest without war. Latest evidence of 
this was seen in London reports on “peace” terms 
offered by Moscow to U. N. Sec. Trygve Lie. Rus- 
sia’s demands: 1) a “ban” on the atom bomb; 2) 
surrender to the Communists in Southeast Asia; 3) 


tiser is going to grab 


this top spot soon... 
how about you? 


Edit. and adv. offices: 488 Madison Ave., N. Y. 
lished weekly by Cowles Magazines, Inc., at 715 Locust St., Des Moines, 
Ia. All rights reserved under International and Pan- American Copy- 
right Conventions. Entered as ‘wy 7 matter at the P: 

Des Moines, Ia. Printed in U. S 


22. Copr. 1950 and pub- 


t Office at 
. A. Subscriptions: one year 64; Can. $5. 
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Avery-Knodel Names Sherin 

Arthur H. Sherin Jr., account 
executive at Avery-Knodel, New 
York, for the past four years, has 
been appointed director of TV sales 
for the radio-TV station represen- 
tative. N. R. Madonna left Donald 
Cooke Inc. to join Avery-Knodel 
as an account executive. 


Paint Maker Changes Name 


Foster & Kester Co., Philadel- 
phia paint manufacturer, has 
changed its name to Krylon Inc. 


ARS WARES | 


7% AMERICAN LABEL CO. 


Bates Fabric Ads, Movies Staged 
in Company's Own Basement Studio 


New York, July 6—Down in the 
basement of executive headquar- 
ters at 80 Worth St., Bates Mfg. 
Co. stages the scenes for its fabric 
ads in a studio equipped to give all 
the service of a miniature Holly- 
wood lot. 

When Bates goes “on location” 
for pictures of fabrics, it uses the 
complete company photographic 
studio for taking and processing 
prints. Unlike most manufacturers, 
Bates does its own final production 
of art work. 

G. Vernon Cowper Jr., advertis- 
ing manager, explained to AA that 


To a radio advertiser 


Godfrey 


who can't afford 


In case you're beginning to believe that Arthur 
has all the CBS time on the air and all the 


dough in the world, take courage in this fact: 


segments of Iowa are still autonomous. 


There’s good reason to believe that Iowa’s 


income is greater than Godfrey’s—and his isn’t 


half industrial and half agricultural. 


lowa 


grows more corn than Godfrey. Iowa hogs 


produce more ham than Godfrey. A single 


Iowa silo is bigger than Godfrey. 


Iowa has 


two more Senators than Godfrey. Godfrey 


may know more about an oookelele, but who 


eats oookeleles? Iowa produces more beef 


than Godfrey and Texas combined. 


Yes, and WMT is on the air more hours in a 


single day than Godfrey is all week. What's 


more, WMT has more sponsors than Godfrey! 


WMT’s 2.5 mv contour encompasses well 


over a million people, a good portion of 


whom listen to Godfrey. They also listen to 


non-Godfrey time. 


A one-minute Class A 


commercial on Eastern lowa’s WMT budgets 


at $27.00 (52-time rate) which is practically 


chicken-feed even to folks with non-Godfrey 


incomes. 


Please ask the Katz man for 
additional data. 


600KC 
5000 WATTS 
DAY & NIGHT CEDAR 


RAPIDS 


BASIC COLUMBIA NETWORK 


Bates’ advertisements are born 
around a conference table where 
representatives of its agency, 
James P. Sawyer Inc., company 
ad officials, and the sales mana- 
gers of various Bates lines pool 
ideas to set up the basic ad pat- 
tern. 


@ With a rough sketch of the ad, 
Catherine Schick, stylist for Saw- 
yer, determines the pattern of 
clothes and fashions to be dis- 
played with the fabric. The agen- 
cy’s art department makes either 
crayon or water color drawings to 
guide the company’s studio in se- 
curing colors for the ad. 

Copy and media schedules are 
prepared as the agency submits the 
art work to Bates’ studio for re- 
production on a studio stage. 

With preliminary details settled, 
Bates sets its studio stage with 
assurance that it has the proper 
lighting, model, accessories and 
props to get the picture drawn by 
the art department of the Sawyer 
agency. The company never im- 
provises in its studio; it works out 
all the details of the picture before 
building the stage and taking pic- 
tures. 


s Color photography is used for 
most of its national advertisements. 
Bates, going on the principle that 
good visual presentation sells fab- 
rics, feels that color shows its line 
with greater accuracy and truth 
than b&w pictures. 

Mr. Cowper told AA that even 
with experience in photographing 
the Bates line, the studio must 
often take as many as 50 shots of 
a particular scene to get the wanted 
picture. He pointed out that, while 
the company did not install the 
studio to save money, this service 
would be considerably more ex- 
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THE SETTING AND AD—tLighting arrangement and camera angle are major factors 

in showing fabric texture, and Bates cameramen are careful in getting test shots 

before setting up the final picture. In the ad, which shows Liz Hastings, New York 
model, in a different pose, Bates keeps copy short and spreads its fabric wide. 


pensive if bought from an outside 
photographer. Point of sale light 
boxes with color photos, which 
have been distributed to depart- 
ment stores stocking the Bates line, 
were cited as cost-savers by Mr. 
Cowper. 

Movies for promotion of fabrics 
to department store executives and 
for public showings have become 
an increasing function of the stu- 
dio. The movies have been shown 
to school home economics classes 
and to women’s clubs throughout 
the country. 


s Bates’ latest picture, “Facts on 
Fabrics and Fashion,” is in full 
color, runs for 23 minutes, and 
(besides promoting Bates fabrics) 
can be used in teaching sewing and 
training sales personnel. 

“Facts on Fabrics and Fashion” 
has been shown over nearly 50 
television stations that have re- 
quested permission to use it as a 
feature. The company has not 
bought time for showings of the 
film. 

Bates believes television will be 


SALES POINTERS—In this scene from “Facts on Fabrics and Fashion,” Bates incor- 

porates sales pointers to help department store personnel sell Bates fabrics. The 

stage was built in the company’s basement studio, where most of the picture also 
was made. 


a great medium when color is in- 
troduced. The company has been a 
TV sponsor and is now working on 
a series of TV spots, but it prob- 
ably will not become a large tele- 
vision advertiser until the advent 
of color. 

Magazines on Bates’ schedule in- 
clude: 

Better Homes & Gardens, Bride’s Maga- 
zine, Charm, Glamour, Harper’s Bazaar, 
Ladies’ Home Journal, Life, Mademoiselle, 
McCall's, The New Yorker, Parents’ Mag- 
azine, Seventeen and Vogue. 


WBZ-TV Announces 
Rate Increases of 134% 


Increase in time and facilities 
charges of 134% for Boston’s West- 
inghouse WBZ-TV become effec- 
tive July 16. The new rate card 
ranges from $175 for a five-minute 
period to $700 for a full hour in 
the live. studio Class A category. 
An all-film telecast lists $150 for 
a five-minute period and $600 for 
an hour Class A time. Twenty-sec- 
ond and one-minute slide or film 
announcement rates will be $125 
in Class A, and $100 in Class B. 
This compares with $75 for Class A 
and $60 for Class B time in the 
previous rate card. 

Present TV clients are entitled 
to rates currently in force until 
Jan. 15, 1951, providing no lapses 
in schedule occur. The station is 
currently televising 73 hours 
weekly. 


Emmet Buys Velthaus 


Herman Emmet Jr. has an- 
nounced his purchase of all in- 
terest in the firm of Gerard Vel- 
thaus Associates, New York, pub- 
lishers’ representative. The new 
Herman Emmet Co. is eastern ad- 
vertising representative for all 
publications formerly represented 
by Velthaus. 


Howdy to Sell Minute Maid 

Minute Maid Corp., New York, 
through Ted Bates & Co., will 
sponsor the first 15 minutes of the 
Friday telecast of “Howdy Doody” 
(NBC) for eight weeks starting 
July 7. This is a short time buy 
for Minute Maid, since the puppet 
show is sold out for fall. 
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Available Soon 


A new readership survey of a 254-page Sunday Mil- 
waukee Journal—too large for general distribution 
® of marked copies. Ask for a personal showing. 


i Available Now Available Now 


~d The practical, 190-page book on newspaper color The 1950 Milwaukee Journal Consumer Anal- 
- advertising, ‘‘Production of R.O.P. Color,” plus ysis, 27th Annual Edition with up-to-date data 
r two full-sized newspaper sections of 24 pages, on buying habits, brand preference, ownership, 
1e with 16 pages in color. buying plans, dealer distribution. 


: Available Always 


The highest one-paper coverage in any city as large 
- or larger—at a milline rate 25% lower than the av- 
* | erage for newspapers of comparable size. 


THE MILWAUKEE JOURNAL 


NATIONAL REPRESENTATIVE, O’MARA & ORMSBEE, INC. 
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BRAND 1 
DEAL: BUY ONE , GET ONE FREE 
0% % CHANGE IN 
TOTAL SHARE 38% 44, 3 — ued ca 
-3% 
OCOSHARE 
REG.COODS 
EASHARE 4 
DEAL GOODS “23% | 0% | 9% | 4% )-- 
6 ' 2 3 4 5 6 
mas 949 
+— PRE-DEAL-—+ DEALS 
BRAND 2 
DEAL: BUY ONE, GET ONE FREE 
TOTAL SHARE 10% 10% 11% 
% CHANGE IN 
10% SHARE 
FROM YEAR-AGO 
8% -_ -— = 
CD SHARE 
REG.GOODS 
© SHARE Bade 7 
DEAL GOODS BM | 9% | Om | 
6 \ 2 4 
048 1949 , Ai in, 
PRE-DEAL DEAL PERIODS 
BRAND 3 
DEAL: BUY ONE, GET ONE FREE 
TOTAL SHARE 11% 
10% 
M%_ 
OSHARE 
REG.GOODS 
GASHARE 
DEAL GOODS) 
3 1 3 
948 «1949 


BRAND 4 


SMALL SIZE FREE “/PURCHASE OF LARGE SIZE 
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HOW BRANDS FARED—These five charts show the individual performance of each 

of the five “regular” brands during the 14 months. The share of volume of each 

brand which was attributable to deals is indicated by the cross-hatched areas, 
except in the case of Brand 5, which offered no deals throughout the period. 


Case History: What Happens When 
Two-for-One Deals Are Offered? 


Nielsen Traces Sales 
of 5 Toiletry Makers 
in Competitive Market 


Cuicaco, July 5—Does it pay to 
offer consumers two-for-one or 
other deals? Do such offers in- 
crease share-of-market for a prod- 
uct? Do the gains hold up? Are the 
added sales worth the added cost? 

The answer is simple—but at 
the same time extremely complex: 
It depends on circumstances. The 
situation must be watched care- 
fully from day to day and all pos- 
sible information must be avail- 
able to management before a de- 
cision is made. 

A case history developed by A. 
C. Nielsen Co. provides one of the 
most interesting examples of what 
happens when a deal is made, but 
does not provide a definitive an- 
swer to the problem, even though 
in this instance it is doubtful that 
deals were worth their cost. 


@ The case involves a toiletries 
product, and the circumstances (as 
always seems to be true) are un- 
usual enough so that no general 
conclusions can be drawn. 

In this particular instance, there 
were five important brands in a 
relatively static field. Then a new 
type of competitive product was 
introduced at the beginning of last 
year, which made relatively small 
but steady inroads on the sales of 
the five “regular” brands. 

As a result, first one, then an- 
other of the “regular” brands be- 
gan to offer customer deals. Within 
a year, three of them were giving 
one package free with the purchase 
of one package, and a fourth was 
offering a small size package with 
purchase of a regular package. The 
fifth “regular” manufacturer 
watched nervously, but stuck to 
his original decision not to enter 
the competition in deals. 


a What happened? 

Chart I shows what happened to 
the five “regular” or “old style” 
brands combined. If their combined 
sales in the last bi-monthly pe- 
riod of 1948, before the new style 
product was introduced, are con- 
sidered as “par” or an index of 
100, then a year later—at the end 
of 1949—their combined sales, in 
consumer dollars, dropped 14%, to 
an index figure of 86. 

Their sales during the second 
and third bi-monthly periods of 
1949, it is true, showed a modest 
increase in dollars and a huge in- 
crease in number of packages sold, 
due to the free deals, but during 
the last six months of the year 
dropped steadily. Sluggishness was 
evident on two bases—volume was 
not only declining during each of 
the last three periods shown, but 
was also running well below year- 
ago dollar sales. 

The divergence in the lines be- 
tween package sales and dollar 
sales, of course, represents the 
packages given away to consumers 
in the free deal offers. 


ws Chart II shows a somewhat more 


complete picture of what was go- 
ing on in this particular market 
during the 14 months under study. 
Note that in the last two months 
of 1948, the “regular” items, alone 
in the field, were selling 4% ahead 
of the previous year. Then the new 
product type came onto the mar- 
ket, and during the first two 
months of 1949 got 1% of the busi- 
ness, while the “regular” products 
moved up 6% from the previous 
year, so that the entire market was 
up 7%. 

In the second two-month period, 
total sales were up 9%, with 4% 
of the gain accounted for by the 


new product type, and 5% by in- 
creased sales of the “regular” type. 
By the third two-month period, 
the new type product was getting 
9% of the sales, but the “regulars” 
were still up 2%. 

But then the picture changed. 
The new product type continued 
to cut into the market, and total 
sales in the product classification 
exceeded the previous year, but 
the “regular” products began to 
drop behind—5% in the fourth 
two-month period, 7% in the fifth, 
and 14% by year’s end. By that 
time the new product type had 
garnered 16% of the business in 
the field. 


ws The dotted areas at the bottom 
of this chart show the percentage 
of sales which were accounted for 
by the various deals made on be- 
half of the “regular” products. 

As indicated in both Charts I 
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activity for each brand. 

Brand 1—a brand which peri- 
odically used consumer offers to 
stimulate sales and which had, in 
the past, generally enjoyed sales 
increases and competitive growth 
through such offers (and which in- 
cidentally dominated the market 
with 38% of total volume)—was 
the first major brand to offer a 
consumer deal during the 14 
months under study. 

The scope of its offer—buy one, 
get one free—was considerably 
broader than those which had been 
made earlier by this manufacturer, 
and apparently his decision to in- 
crease the size of his deal was 
made because there were already 
signs of encroachment in his mar- 
ket by the new type of product. 


ws Consumer offers on Brands 2, 
3 and 4 virtually flooded the mar- 
ket shortly thereafter. These offer- 
ings were apparently caused by 
uneasiness among the remaining 
manufacturers in the field, who 
were worried both over the sales 
progress of the new product entry 
in the market and the magnitude 
of the deal offered by Brand 1. As 


INDUSTRY VOLUMES-ALL BRANDS COMB-$BASIS 


*eCHANGE FROM 
YEAR-AGO 
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FIVE IN FIGHT—Five toiletry manufacturers, faced with introduction of a competitive 
new-type product, fight to save their market, with four of them using deals. Note 
how the deals hypoed sales temporarily, but how at year’s end, total sales in con- 
sumer dollars were down 14%. The shaded area where the package sales and dollar 
sales diverge indicates how consumers got extra packages free. (Chart 1) 


and II, dollar volumes on the reg- 
ular or established items in this 
market showed losses compared to 
the previous year throughout the 
last half of 1949, despite the many 
consumer offerings being made as 
sales volume on the new product 
type steadily advanced and at- 
tained sizable proportions. 

Thus, sales importance of the 
established items in this market 
was steadily reduced, as the new 
product type moved forward. 
But the size of the reduction var- 
ied greatly from brand to brand. 
On one brand it was only 3%, on 
two brands it was 7%, on one it 
was 20%, and on another 23%. 


a What happened to the five in- 
dividual brands, and what effect 
did their policy and action with re- 
gard to deals have? The answer is 
provided, in considerable detail, in 
the individual charts showing sales 


a result, combination deals of all 
types were showered on the con- 
sumer throughout most of the year. 
Only one major manufacturer— 
Brand 5—continued to offer only 
regular merchandise and no deals. 
Careful estimates of the cost of 
the consumer deals engineered by 
four of the manufacturers range 
from slightly more than $65,000 for 
Brand 4, and $135,000 for Brand 3, 
to $225,000 on Brand 2, and nearly 
$350,000 on Brand 1. These figures 
include only the factory value of 
the goods given to consumers free 
of charge. They do not include any 
promotion costs for the offers. 


a The chart showing sales of Brand 
1 indicates that this brand started 
the period under study with 38% 
of the available business, dropped 
to 37% in the first two-month pe- 
riod last year, then jumped to 40% 
in the next period, when his two- 
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NEWCOMER GAINING—This chart, showing over-all industry volume, shows (diag? 
onal section at top) how the new product type is gaining an increasing share of the 
total market. The regular products (white portion) are losing ground, despite the 
hypodermic supplied by two-for-one deals, shown in the cross-hatched areas. (Chart 2) 
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for-one deal was introduced. In 
this period, considerably over half 
of his total volume (23% out of a 
total of 40%) was in deal mer- 
chandise. 

As Brand 2 came into the market 
with deals in the third period, and 
Brands 3 and 4 followed later, 
Brand 1’s deal business and total 
business dropped off, and the brand 
finally wound up in the last period 
last year with a 3% smaller share 
of the market than it had the year 
pefore. In this case, Brand 1’s deals 
seemed to have helped it maintain 
its share-of-market, although it 
must be remembered that the total 
market was off 14%. 


a Brands 2, 3 and 4, as shown by 
their respective charts, all suffered 
from the initial deal offer of Brand 
1, and then recouped some ground 
as they introduced their own deals. 
In spite of its deal, however, and 
in spite of the fact that about half 
its total sales during the last eight 
months of 1949 were in the two- 
for-one deals, Brand 2 wound up 
the year with a 20% smaller share- 
of-market than it previously had. 

Brand 3 had approximately the 
same experience—and wound up 
the year off 23% in share-of- 
market. 

On the other hand, Brand 4, 
which offered a small size free 
with purchase of a large size, in 
contrast to two-for-one offers by 
the others, wound up the period 
with only a 7% loss from the pre- 


- vious year, and still comfortably in 


second place among the five brands. 


s Brand 5 did not deal at all, and 
it too had a loss of only 7%, re- 
maining in third place, and gain- 
ing ground on Brands 3 and 4. The 
box score for the five thus looks 
like this: 


Share Share Per 
Market Market Cent it of 
ws End’48 End’49 Cha Deals 
38% 37% _ 50,000 
> 10% 8% —20 225,000 
3 11% 9% 135,000 
4 20% 19% —7 65,000 
5 12% 11% —7 


This box score indicates that 
Brand 5—the only major producer 
who did not deal—turned in ap- 
proximately as good a competitive 
performance as any product offer- 
ing a deal, and, in fact, a better 
performance than that shown by 
Brands 3 and 4. 


s Had this manufacturer offered 
a combination deal similar to those 
offered by the other manufacturers 
in the field, it is estimated that 
factory value of the free goods he 
would have given away would 
have been approximately $150,000. 

This interesting case history, the 
Nielsen organization emphasizes, 
does not provide a clear-cut case 
for or against consumer offers, 
which have certainly proved their 
effectiveness in many instances. In 
this particular instance, it is inter- 
esting that the first manufacturer 
to deal—Brand 1—did the best job 
of maintaining his position, albeit 
at a cost of some $350,000 in free 
g00ds, while almost as good a job 
was done by the one manufacturer 
who did not deal—Brand 5—at no 
cost in free goods. In this instance 
at least, the manufacturer who re- 
sisted taking positive action seems 
to have lost nothing by waiting out 
the trend. 

This case history—one of the 
few of its kind ever made public— 
demonstrates again that a new 
product which fills a need and is 
backed by adequate promotion, 
can get a foothold in a highly 
ee oetitive, well organized mar- 

et. 


It demonstrates, also, the im- 
portance of management decisions 
based upon sound knowledge and 
a proper evaluation of the cir- 
cumstances involved. 


Robert Evans Joins D-F-S 
Dancer-Fitzgerald-Sample, New 


York, has added Robert Evans, 
formerly with Benton & Bowles, to 
the copy staff. 


Garden City Ups Marshall 


Charles R. Marshall, vice-presi- 
dent of the Literary Guild and 
sales manager of its retail store 
division, has been appointed sales 
manager of the Garden City Pub- 
lishing Co., division of Doubleday 
& Co., New York. He succeeds 
Ben Smith, who, with Van Cart- 
mell, formerly Garden City editor- 
in-chief, and V. I. Schwab, of the 
special sales department, are open- 
ing a sales and editorial office for 
John Martin’s House and other 
publishers. Mr. Marshall will con- 
tinue his supervision of the Guild’s 
retail stores. 


Mitchell Appoints Haas 

Howard G. Haas, formerly di- 
rector of newsstand sales promo- 
tion for Coronet, has been named 
assistant advertising and sales pro- 
motion manager for Mitchell Mfg. 
Co., Chicago, maker of fluorescent 
lighting fixtures, portable lighting 
specialties, floor and table lamps, 
room air conditioning equipment 
and TV sets. 


Hooper Charts TV 
Audience Growth 


New York, July 6—Coincident 
with the start of C. E. Hooper 
Inc.’s new monthly city-by-city 
broadcast audience report, the first 
edition of which is due July 20, 
subscribers will receive a bound 
volume showing television’s growth 
over the past year and a half in 
chart form. 

Charts will indicate at a glance 
radio and TV’s share of the total 
broadcast audience for about 40 
cities. Similar reports for other 
video cities will be added in com- 
ing months. These controversial 
figures, showing TV’s encroach- 
ment on radio’s audience, have 
been placed in the strictly con- 
fidential category by Hooper. 

Other data to be included: (1) 
last month’s homes using sets 
(AM and TV) this year, compared 


with a year ago; (2) total broad- 
cast sets in use, including all radio 
and TV sets. The latter will give 
an indication of the extent of dual 
listening, either to radio and video 
or to two radios in a single home. 
The research group has an- 
nounced that nine agencies and 
three advertisers have been added 
to its list of subscribers for the 
expanded Hooperatings service. 


Appoints Martin Santa 

Martin Jay Santa, formerly with 
W. H. Wilton Inc., National Trans- 
itads and Color Specialists, has 
been named to handle typography 
sales and service to the advertis- 
ing agency field for A & P Typo- 
graphers Inc., Chicago. 


Gold Seal Uses TV Spots 

Glass Wax and Wood Cream, 
made by Gold Seal Co., Bismarck, 
N. D., are being demonstrated in 
a spot announcement series over 
KTTV, Los Angeles. Campbell- 
Mithun, Minneapolis, is the agency. 
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It may be that a striking cover is just what is needed 
to give your sales messages the initial impact to com- 
mand attention — and keep them working for you 
months after you send them out. Your printer will 
be glad to show you examples. 

He can show these on Hammermill Cover. And you 
will see that any of its eleven lively colors or a bright 
white provide a background for designs that catch 


the eye...make the 
interesting!” 


reader say: “Hello! This looks 


You can rely on Hammermill Cover because it is 
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I'd advise putting 


a cover on it!” 


catalog, Mr. Clark? 


bright, durable Hammermill Cover will 


—E—put spark in your sales messages. 


backed by the “Hammermill” name and accepted by 
thousands of exacting buyers of business printing. 
And your printer can give you the kind of work you 
want, when you want it, because this like-sided, 
easy-to-print paper saves time in his pressroom. 
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Compared with 1944, Fewer People Today 
Think Large Companies Earn Too Much 


New York, July 5—Large busi- 
ness companies are making too 
much money, according to 42% of 
the people covered in a “Psycho- 
logical Barometer” survey made 
by the Psychological Corp. An- 
other 36% said companies are 
making “about the right amount,” 
while 6% said “too little.” No opin- 
ion was offered by the remaining 
16%. 

The survey, made in April with 
2,500 interviews, also turned up 
the fact that 51% of the people 


think large businesses make any- 
where from 10¢ to more than 50¢ 
clear profit on every dollar taken 
in. Another 22% said the profit 
ranged up to 9¢. (According to 
government figures, Psychological 
Corp. says, the most nearly correct 
answer is less than 10¢*) Fs 
ws Asked how many cents out of 
every dollar a company should 
keep as fair profit, half of those 
interviewed gave answers ranging 
from 10¢ to more than 50¢. Ac- 


offering 


FISHING BOATS 


24,071 powered fishing boats In the South, 


119% 
GREATER BUYING POWER 


cording to 23%, the profit should 
not be more than 9¢. 

The April, 1950, survey was 
compared with a similar one made 
in May, 1946, when 61% thought 
large businesses were making a 
profit between 10¢ and 50¢ and up. 
Only 13% believed the profit was 
9¢ or under. In 1946, a total of 57% 
said a fair profit would be from 
10¢ to 50¢ or more. Only 17% said 
the profit should be 9¢ or less. 

The Psychological Barometer is 
an urban survey of public opinion 
and buying habits. It was started 
18 years ago by Dr. Henry C. Link. 


Grocers Set Meeting Dates 


The Super Market Institute, 
Chicago, will hold its 1950 mid- 
year meeting at the Shamrock Ho- 
tel, Houston, Dec. 3-7. The insti- 
tute will hold its 14th annual con- 
vention in the Stevens Hotel, Chi- 
cago, May 13-17, 1951. 


Nellson Promoted to V. P. 
Casler, Hempstead & Hanford, 

Chicago, has named Robert A. 

Nellson vice-president in charge of 
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WINDOWS BACK RAYVE ORIVE—This is an example of the retail dere windows 


ee 


supporting a summer 


and radio campaign in which the Pep- 


sodent Division of Lever Bros. Co. features endorsements by Mary Martin, star of 
“South Pacific,” for Rayve home permanent kits. 


its telephone directory advertis- 
ing division. He formerly had been 
general manager of the division. 
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“But, Doc, the first five lines are 
all a space buyer like me has to read. 


Also easy to see: The Cincinnati Enquirer has the largest 


circulation of any Cincinnati newspaper, daily and Sunday. 


(Represented by Moloney, Regan and Schmitt, Inc.) 


Men’‘s Wear Market 
Guide Service Lists 
Retail Ad Linage 


Cuicaco, July 5—A men’s wear 
retail market guide service has 
been issued by Joseph White & 
Associates here which lists leading 
advertisers among men’s wear re- 
tailers in some 150 key market 
areas. 

In addition to listing leading ad- 
vertisers, the guide also contains 
such items as total sales of men’s 
wear in each area; number of pri- 
mary outlets; rank of each market 
in relation to the rest of the coun- 
try, and a listing of other towns in 
the area surrounding each market, 

Purpose of the loose-leaf service, 
according to the company, is to 
“generally aid the user in doing 
a practical job of getting more 
men’s wear sales.” 


ws Men’s wear advertisers in each 
market are listed by name and 
store type, and for more than 100 
cities the number of lines of men’s 
wear newspaper advertising placed 
by each of the larger advertisers 
is given. For department stores 
this is broken down still further, 
giving men’s clothing and men’s 
furnishings linage separately. 

Merchants listed, according to 
the White company, placed more 
than 150,000,000 lines of men’s 
wear advertising in their markets 
in 1949. 


‘Industry & Power’ Promotes 
Crist; Appoints Brown 


Luther E. Crist, general man- 
ager of the Chicago district, has 
been appointed publisher of In- 
dustry & Power, published by 
Maujer Publishing Co., St. Joseph, 
Mich. William W. Brown, for 15 
years sales representative of In- 
dustry & Power, has been named 
vice-president in charge of sales 
in the Chicago district. Since Feb. 
1, Mr. Brown had represented 
Plant as vice-president and gen- 
eral manager of the Chicago dis- 
trict. 

Plant, which was launched ip 
April by A. R. Maujer, is the out- 
growth of the Maujer family split 
(AA, Feb. 13 and 20). 


Closes Studio tor 3 Weeks 
Keystone Art Studios, Chicago, 

has closed its offices from July 1-24 

while the entire staff takes a va- 


cation. 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 
There’s untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every type product! 
Reach this big buying public through 
the Negro press. For information write 

nited Ne i} 545 


interstate wspapers, Inc., 
Fifth Avenue, N. Y., serving America’s 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast. 
Write now for this free | 
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Advertising Age, July 10, 1950 


Newspaper 


BofA Reports 1949 


Ad Volume 


second to fifth although its news- 
paper advertising increased a 
little during the year. 

In sixth place was Lever Bros. 
Co., down from fourth. Distillers 
Corp.-Seagrams Ltd. went up from 
eighth to seventh; Schenley Indus- 
tries dropped from sixth to eighth; 


Publishers Information Bureau, 
One sign of the strong news- 
paper gain is shown by the shift 
of some leading advertisers to the 
medium. Available data show thac 
39 of the top 100 national adver- 
tisers in 1949 invested more for 
newspaper space than for magazine 


total U. S. weekday circulation and 
96.3% of Sunday circulation, a 
significant increase from 88.3% 
daily and 94.3% Sunday circula- 
tion represented by the 908 papers 
reported on for 1948. 

The list of 100 leading national 
newspaper advertisers of 1949 con- 


(Continued from Page 1) down 11.4%; and industrial, $10,- 

Seventeen of 23 advertising| 507,000, up 8.9%. $10, General Foods dropped from| space or broadcast time. Radio was|tains the names of 73 companies 
dassifications increased their ex-| Other classifications ranged from seventh to ninth, and R. J. Reyn-| the principal medium for 31 and/|that were on the list in 1948. Be- 
penditures in newspapers in 1949,| hotels and resorts with $8,599,000 |°!ds Tobacco Cq,,from ninth to/ magazines for 30. In 1948, 47 of|sides the “defection” of Liggett & 
and most of the six declining|through professional and service | *e™th. ha 4 the top 100 had spent most in mag-| Myers, already noted, there are 
classifications were relatively| with $267,000. be azines, 29 in radio and only 24 in/ 26 other advertisers that failed to 
small ones. The three most impor-| Declines included those for|® Missing from the top ten last|newspapers. appear in the new list. An analysis 
tant groups—groceries, automotive | wearing apparel, off 26.6% to $6,-|Ye@r was General Electric Co., shows, however, that only nine 
and alcoholic beverages—increased | 372,000; jewelry and silverware, which went from 10th to 13th|m= Of the top 100 users of news-|of the missing 27 were diverting 
more than the 14.3% average gain. | off 20.1% to $1,288,000; education- place. Philip Morris moved from| paper space last year, all but a|ad funds to other media. 

Those three accounted for 50.6% |al, down 5.7% to $1,070,000, and 15th to 11th and National Dis-| dozen increased their expenditure 
of national newspaper advertising]amusements, down 30.2% to tillers from 11th to 12th. in the medium. Twenty-six more|m# Bendix Washing Machine Co., 
in 1948 and 54.1% in 1949. $878,000. Also missing from the top ten/than doubled their use of news-|for example, cut its expenditures 

Groceries continued as the larg-| Miscellaneous totaled $14,408,-|"€wspaper list last year was Lig-| papers. Those 26 included Wrig-|in magazines and broadcast media 
est advertising group, their dollar|000, down 2.6%. gett & Myers Tobacco Co. Back in|ley’s 460.6% gain; Chrysler’s|from $463,000 to $154,000 while 
yolume gaining 8.6% from $103,- 1939 it spent $4,924,327 in the me-/| 273.6% gain; Studebaker, up|it was reducing its newspaper in- 
568,000 to $112,465,000. But the|# Nine of the top ten national ad- dium to rank just behind General} 207.5%; American Safety Razor,| vestment from $979,000 to $362,000. 
largest gain was the automotive vertisers in newspapers in 1949 Motors. In 1948 it put $1,643,245 up 420.3%; Manhattan Soap Co., War Assets Administration, which 
group’s 44.8% increase from $59,-| were in the top ten in 1948 (and| into newspapers to rank 27th; last | 308.7%; International Cellucotton,| spent $998,000 in newspapers in 
296,000 to $85,856,000. This in-| eight of them had been in the top| Year it was far down the list with | 437.6%; Block Drug Co., 308.3%;|1948 and very little in 1949, was 
cluded a staggering $24,869,072 in-| ten in 1939). only $395,174 in the medium. Standard Oil of California, 372.4% ;|in the stage of winding up its af- 
yestment by General Motors Corp.,} General Motors’ $24,869,072 led| The highest percentage increase| Carnation Co., 265.6%, and Wild- | fairs. 
the top national advertiser of the|the pack again last year, as its|}by any company on the top 100/root Co., 272.8%. Of the 27 companies that cut 
year. $15,282,575 led the newspaper list| list was scored by Wm. Wrigley} Those in the top group that/ the newspaper budget last year, 14 

in 1948 (it paced the field in 1939|Jr. Co., which spent $1,623,586 in|spent less in newspapers include|also cut their budgets in other 

a Other large groups of newspaper| with a $9,136,853 investment that | 1949, up 460.6% over 1948. Westinghouse, National Dairy,|measured media, nine increased 
advertisers, in order, were: Al-| year). But the ranking of the other Philco, Kaiser-Frazer, Publicker|their other budgets and four did 
coholic beverages, $42,375,000, up| leaders changed. ws Sixty-one national advertisers| Industries, Institute of Life In-|not advertise in the other media 
24.6%; toilet requisites, $30,549,000,| Colgate-Palmolive-Peet moved|paid more than $1,000,000 for|surance, Standard Oil of N. J., the| in either year. Furthermore, a few 
up 29.6%; transportation, $20,-|up from third in 1948 to second| newspaper space in 1949. This|Army and Air Force, American | of the newspaper advertisers failed 
048,000, up 4.7%; tobacco, $19,-|in 1949; Ford Motor Co. advanced|compared with 43 in 1948 and| Airlines, Lorillard, Hills Bros. Cof-|to make the top-100 group because, 
970,000, up 22.5%; housing equip-|from fifth to third, and Chrysler| only about a score in 1939, There| fee and Wilson & Co. despite boosting their newspaper 
ment and supplies, $19,928,000, up| Corp., with a big 273.6% increase,| were about 72 million-dollar ad- space, the increases were not so 
1%; medical, $18,896,000, up 1.7% | jumped from 17th to fourth place.|vertisers in magazines last year|m™ The bureau’s report says that| great as those of other companies. © 
publications, $15.984,000, up 7.7%;| These three went ahead of Procter | and 44 in network radio, according| the 984 weekday and 365 Sunday} Plough Inc. and Andrew Jergens 
radio and television, $12,756,000, | & Gamble Co., which dropped from | to figures disclosed last spring by| papers studied represent 94.1% of|Co. are cases in point. 

Advertisers’ E di in N 1949 
ertisers Expenditures in Newspapers, 
The data presented here are copyright, 1950, by the Bureau of Adver- newspapers account for 94.1% of the total U. S. weekday newspapers 
tising, American Newspaper Publishers Association, and presented circulation and 94.3% of the total U. S. Sunday circulation. The ex- 
here by permission. Included are all national advertisers (except in penditures of advertisers using a substantially larger number of news- 
the financial and hotel and resort classifications) which are calculated . papers are, as the Bureau points out, understated. Advertising in The 
to have invested $25,000 or more during 1949 in the 984 daily (includ- American Weekly, Parade, This Week Magazine and other publica- 
ing Sunday) newspapers included in the Bureau’s study. These 984 tions distributed with newspapers is included in these figures. 
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og 8 ~~ ere ie 89,507 | aanasoline & Oils. eo" 35,043 | Chiffon a2 p Flakes «00.22.40. 623,026 = oy gabe F286 | Old Mr. Boston Spot Eee Whiskey 
AMERICAN BREWERY INC. Jolly Time Pop Corn ........... 45,942 | Dial Soap .......0eeeeeeevees ses 1,096,229 | | Products «ooo ewes neues 14,091] ig Mr, Boston Wines? 22. 

American Beer ..........000000. 76,554 | AMERICAN PRESIDENT LINES |... | NRA ARRAS AaEA 491,974 | BALI BRASSIERE co. MUM eeecexe 60,547 BERRY TOURS mes shacocietitatas 
AMERICAN BREWING co. AMERICAN SAFETY RAZOR CORP. . 1,259,789 The Little Kittens Cat Food . 16,380 | BAL LTIMORE & OHI ee ead 2007s 88hss 40050 

8 Qe 116,854 8. errr / |  - SER eae 57,016 a 397 Best Foods & Hellmann’s Mayonnaise 

AWERICAN BUS LINES TWC. “20| fei h eee: ou a’ oo 63,521| Best Foods Mayonnaise ......... 

AMERICAN CHICLE C0. 25.20... 27,789| ‘Silver Star Razor Blades |... BST | ea eee RARAING Co. Best Foods Products. ..-....... 
Adams Chewi 19/611| Star Razors & Blades ........ 2. BARTON MFG. CO. 36,526] Best Foods Mustard-With-Horse 

4,141! Treet Blades ................5.. A ol 79,065! Best Foods ‘Sandwich “Spread 3352! 
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Newspaper Ad Expenditures—1949 


Data compiled by Bureau of Advertising, ANPA 


H-O Farina Cereals ............+ 27,535 
Peed MEE cacceccepoesssccccece 84,373 
1 Mayonnaise .......... = 
rs Margarit .............-- 692,065 
Presto Cake Flour ...........+-+ 36,657 
CS eee ‘ 


Two-in-One Shoe P 


Gla 
BLACK K INC., WALTER J. .......- 
Black's Readers Service Co. ...... 
Classics Clb ...ccccceereeeres 
Detective Book Club ..........-- 480, 
BLACKSTONE CORP. 
Blackstone Washer 
gy ihe _ 


Cre 

BLOCK ‘RUG’ co. PR 
..Amm-I-Dent Toothpaste ..... 7% 
Amm-I-Dent Tooth Powder .. 
Dentur-Grip .......---eeee 


were eemesenee 


E CR eetoss PLA N 

L 

BLUE MOON FOODS INC. ........- 27,696 
Blue Moon Cheese ..........--+-> 1 
oe 8 ee enee ies ree 
dune Dairy Butter ........ ote v 
dune Dairy Products 10,072 

a 4 MERRILL co. 


H Sug 
=o aa 63,438 CALIFORNIA *Lnia BEAN GROCERS ASSN.’ 
B- ar} EXCURSION CO. ......... NEL TEES inscocccovccsene 
Boe td BREWING CO. CALIFORNIA OIL CO. 
Bohemian Cum Ber a Poe 46,413 earirenunn Sabsiis’ dois. eiunes 
es > ee i ES 25,944 Del Monte Catsup, alt 
apa et ea at? 218, el Monte Food Products ....... 
eon "aM ae ebesvarersss os crge: aa706| Del Monte Tomato Souce 2... 
Giass ~ Seed Rn cet onis nde 174,672 | CALIFORNIA PHYSICIANS SERVICE 
BONITO STAR PRODUCTS ......... 28,695 | CALIFORNIA PRUNE & APR 
BONNIE GAYE FASHIONS ........ 48,015 GROWER ‘ASSN. 
ee 56.3 CALIFORNIA MSPRAY-CHEWICAL 
age ahaladelaeh slate 511,270 MMGREREAcal hdsdsccvse 
— MRR ie Ss oveaaa e 1a California Spray Chemical ........ 
Borden's Buttermilk cl SSeS 1,976| Ortho Garden Protector .......... 
Borden’s Cheeses .........----- sua aoe ts — Green ae sude oe a 
perder Chocolate ee CALIFORNIA. WALNUT GROWERS’ ASSN. 
Borden's Cottage ee & oa, ic 3:427| Diamond Walnuts .............. 
Borden's Cream ..ce.ceeeceeeees Py aa are. co. 
serous Dairy, a... SES10 |CAMPANA SALES pee +: 
Severs Evaporated ik crsscees MAIR) Gieain Propenndtonn 2200000000. 
Borden's og OO *—"E Re 52,94 Jil = ReReerreeree 
Borden's Instant Coffee ........- 150,357 | . Solitair Preparations ............ 
PT 134.674 |CAMPBELL SOUP CO............. 
Borden’s Products ...........-- 480,525| Camphbell’s Soups .............. 
Borden's Starlac Milk .......... 139,208 V0 tone Gee Gravy ..... 
tee oreo 29'349 | _.V-8 Vegetable Juice |... || 
Reid’s Ice Cream ...........--+ 134,719 — ly ginger ALE INC. .. 
ba ls ~~ Acidophilus Milk . .¥ Cana da Dry ci mrad oo 
a ee — 1-4 7, 
Bon. Winn CORP. ------+++- 170087 | Canada Dry Quinine Water’... 
Bes We ....,.2ccc cc case 91529 | Canada Dry Sparkling Water <<. 
Norge Products ...........-.055 32,065 a Sy ed ca asoa te 5 « 3 
Norge Refrigerator ............-> 80, msford Beverages teehee eens 
N Chk Aa 34,708 Cinzano Vermouth .............. 
lene Washer @ iremr.......... 1'258| Johnnie Walker Scotch .......... 
4 Range ieee eee 6.713| Nuyens Cordials ................ 
Bosc SCO ale il ale 811520 Petre | Brandy SCIEN 
Lot a iia oe Piskesnsrses 
BOSTON EDISON. CO. s  ... 2377492 |CANADA STEAMSHIP LINES LTD. 
BOSTON & MAINE RAILROAD ..... 55,725 11" al 
BOTANY MILLS INC. ...........- 53,240 CANADIAN tiie CCC 
BOURJOIS INC AY 
Toilet Preparations ............ 183,510 CANTERBURY GARDENS Shte ds «ets 
BOWMAN DAIRY CO. ............ 9.608 CAWeTE ce” CAROERS ......... 
= ie PRA EERDDES § GOATS XH oS 41798 Hae a een 
Cheese ..... 10,045|CAPITAL AIRLINES ............. 
10,995 | CAPITAL CITY PRODUCTS CO. 
eh ] Dixie Margarine ............000. 
6.682 | CAPITOL TRANSIT CO. ........... 
3,264 | CAPUDINE CHEMICAL Co. 
_ 3, SSM 
40,631 | CARDINET CANDY CO. ........... 
5 age SEE Ginas 40's <x 
no a BEObOn to 660000086008 
she'sas (CAREY SALT C8. ................ 
304/712 CARNATION Seer 
Swi an a a Reedss oe eesers 608 
EE 5 5s ss 0encawtedd : es scene c nt 
eatin Cd oe tee diet dk ke 34,009} Albers Flapjack Flour .......... 
I a ah 5 64 adn $.0,06¢0% 9,545| Albers Instant Wheat ........... 
BRANDENFELS, CARL yf oer 
Scalp & Hair Treatment p AHS 61,190 Albers Sets gotgicttsccerseeees 
omIRWAYS ee aT ebhs  tah 137,015 Albers Pancake-Waffle Fiour a eeate 
BREWING CORP. OF AMERICA Carnation Buttermilk... 
Carling’s Beer & Ale ...........- 282,642 Carnation Condensed Milk ........ 
BRIDGEPORT BRASS CO. ......... 417,215] Carnation Corn Flakes ... a 
PE cv 604 ncdueeheeeraes ke 148,857 Carnation Cottage Cheese 
2... seek Saekak Jeeves 268,3! Carnation Dairy Products 
ome MFG. CO. INC. Carnation Evaporated Milk ....... 
Een 124,405; Carnation Ice Cream ............ 
BRIMMS PLASTIC LINER CO. INC. Taare) Se es ee Sew ... 
BRISTOL-MYERS co. avedVie dentine 939.910! Carnation Products , 
Ipana Tooth Paste .............. 129,557] Friskies Dog Food 
— Rub woes eee e eee eens 477} Gold Cross Evaporated Milk ...... 
eee ee A CAROLENE PRODUCTS Co. 
Resistabe nS SLICE) aiagsz | Minot Mit & Butter... 
I cccadocsvdidedisetiess 778 CARR-CONSOLIDATED BISCUIT CO. 
BRITISH BOARD OF TRADE ) Prrrerr rrr rr rrrrrrret 
British Industries Fair .......... 28,552 wey ~ aaitiering 
RITISH OVERSEAS AIRWAYS  —____|_ Alf Conditioning ............... 
at AP. — Sls Uhdad stances 200,193 CARTER PRODUCTS INC. ......... 
BROADWAY FASHIONS INC. ...... 81,429] AMID... we anne cece eee eenee 
rt ER OE Ei 
BROOK HILL FARMS INC. eee reer anivereress 
nt Weacervmemiees 400994" + eae 36,137 — =. SO OR PE RPE He 
BROOKLYN UNION GAS CO. ...... BMI ig ocacicccdasdasecays 
BROWN-FORMAN DISTILLERS i MD 6456944666505 060 
— ppieweg Fh sar egg wel 876,914 | CEDARGREEN FROZEN PACK CORP. 
Brown-Forman Whiskies ......... 45, PT +s sn dyes abeunesubet 
Early Times Whiskey ........... 


SN TO cescecccseccccose 
King Black Label Whiskey ........ 
King Label Whiskies ............ 
King Red Label Whiskey ......... 
_Old Forester Whiskey .......... 


ShOWn GRAVES © co. 


prow ‘ WILLIAMSON TOBACCO ~~ 


898 BULOVA WATCH CO 
506 | BURGER BREWING CO. 


BURKHARDT er aA co. 


PARP Pee eee eee eee eee 
eee eee eeee 


Burger Beer 


& Ale 
BURKE 7, 3 EDWARD & JOHN 


Guinness 


Burkhardt Beer 


tee eeeeeee 


Fab 
BURPEE. CO., W. ATLEE 


Seeds 
180 BURROUGHS ADDING 


Uf ae 


BU-TAY PRODUCTS LTD. ......... 


ws wd — SePaé sev iecisis 


Mayonnaise Obkbibeoactnnh esos 


Pro 
CALIFORNIA DAIRY INDUSTRY 


ADVISORY BOARD ............ 


CORR eee 


aon Orangeade Base ........ 
DT ET e666¢c00ccees eee 
Sunkist — PT eee 
i RRSP RSeRGEEEts 


1 | CALIFORNIA bo. WaviaiiaW SUGAR 


whee GC 


SOPH Hee ee eeee 


ss ~  SPTreeeerT ere 


78 | CENTLIVRE BREWING CORP. 


Old Crown Beer & Ale 


CERIBELLI & CO., G. : 

Ss eer rane 

CHAMBERS DISTRIBUTING CO. INC. 
Chambers Range ............005 


CHAMPLIN REFINING CO. 


Gasoline & Qils .........+.5055; 


Advertising Age, July 10, 195 


THE TOP 100 NATIONAL NEWSPAPER ADVERTISERS: 1949 
vs. Their Newspaper Investments of 1948 


Claridge Meat Products .......... 31,283 
3 CLARK-CLEVELAND Se wcnaievind 


CLEVELAND ELECTRIC ~ 
ILLUMINATING CO. ........... 


+CLEVELAND VON CO. 


— frre 


CLICQUOT CLUB CO. ............. 
tt tinink ins tasareuene 44 
ee 


COLLEGE INN FOOD PRODUCTS CoO. 
a -- CUONNTD cSvcdecsccceces 


COLONIAL AIRLINES INC. 
COLUMBIA BAKING CO. 
Sopthern Bread & Cake ........... 
Southern Products 
350 | COLUMBIA BREWING CO. 
Alt Heidelberg Beer 
Columbia Beer & Ale 


1949 1948 Per Cent 1949 1948 Per Com 
Expenditure Expenditure Change Expenditure Expenditure Change 
1. General Motors Corp. $24,869,072 $15,282,575 + 62.7 51. Wesson Oil & Snowdrift $1,117,876 $ 533,515 +1005 
2. (Colgate-Palmolive-Peet 12,089,890 7,969,983 + 517 52. Admiral Corp. .............. 1,117,121 1,086,970 + 24 
3. Ford Motor Co............. 10,629,320 5,763,933 + 844 53. Pepsi-Cola Co............... 1,095,708 434,672 +152) 
4. Chrysler Corp. .............. 8,747,966 2,341,585 +273.6 54. Inst. of Life Insurance 1,095,600 1,262,235 — 2 
5. Procter & Gamble Co. 8;535,325 8,373,006 + 19 55. Gillette Safety Razor.. 1,090,082 949,445 + Wg 
6. Lever Bros. Co............. 8,047,565 7,216,128 + 1S 56. Time, Ime. 00... 1,073,236 706,169 + 524 
7. Distillers Corp.— 57. Eastern Airlines............ 1,062,119 622,600 + 704 
Seagram's Lid........... 6,790,148 3,991,375 + 70.1 58. Shell Oil Co................. 1,041,056 349,018 +1983 
8. Schenley Industries .... 6,229,403 4,592,788 + 35.6 59. General Cigar Co........... 1,035,949 689,026 + 503 
9. General Foods Corp....... 5,124,784 4,313,131 + 18.8 60. Standard Oil Co. (N.J.) 1,030,323 1,423,404 — 24 
10. - Reynolds Tobacco Co... 4,811,843. 3,566,162 + 349 61. Pork & Tilford.... Cae 1,024,889 945,915 + 8 
11. Philip Morris & Co......... 4,069,170 2,491,134 63.3 62. William H. Wise & Co. 961,617 399,671 +1404 
12. National Distillers........ 3,941,493 3,270,153 + 20.5 63. Bristol-Myers Co........... 939,910 365,469 +1572 
13. General Electric Co. 3,927,574 3,285,160 + 19.6 64. Block Drug Co., Inc. 939,246 230,020 +308) 
14. Quaker Oats Co........... 3,763,699 2,402,040 + 567 65. Johnson & Johnson...... 905,114 424,060 +1134 
15. American Tobacco Co. 3,449,973 2,108,266 + 63.6 66. Walter J. Black, Inc..... 904,988 518,288 + 744 
16. Swiff & Co........ 3,397,211 2,091,574 62.4 67. U.S. Steel Corp............. 901,679 344,469 +1614 
17. General Mills, Ine......... 3,253,998 1,671,882 + 94.6 68. Brown-Forman Distillers 876,914 402,612 +14 
18. Hudson Motor Car Co.. 3,125,840 1,107,552 +182.2 69. Sherwin-Williams Co. .. 873,627 546,697 + 594 
19. Sterling Drug, Inc......... 3,085,305 2,307,495 + 337 70. Standard Oil Co. (Col.) 871,553 184,483 +3724 
20. Pillsbury Mills, Inc....... 2,884,770 2,067,469 + 39.5 71. US. Army & Air Force 868,875 1,047,592 —- WW 
21. Armour & Co................. 2,814,009 1,472,593 + 91.1 72. American Airlines........ 855,896 1,179,250 — 24 
22. Standard Brands, Inc... 2,717,617 1,919,547 41.4 73. Cudahy Packing Co....... 853,663 822,405 + 3 
23. Studebaker Corp........... 2,549,565 828,994 +207.5 74. Unicorn Press, Inc......... 847,747 493,652 + 7] 
24. Amer. Home Prod. Corp. 2,546,819 1,875,246 + 35.8 75. Carnation Co. .............. 810,012 221,642 +2655 
25. Westinghouse .............. 2,499,786 2,713,101 79 76. §.C. Johnson & Sons... 800,849 416,668 + 922 
26. Packard Motor Car Co... 2,317,814 1,446,463 + 60.2 77. National Biscuit Co..... 793,837 669,316 + 186 
27. Kellogg Co................... 2,306,289 1,813,025 27.2 78. P. Lorillard Co............. 760,992 1,170,112 — 350 
28. Nash-Kelvinator Corp... 2,292,452 844,340 +171.5 79. Thomas Leeming & Co. 755,136 439,841 + 77 
29. Radio Corp. of America 2,056,591 1,293,873 + 58.9 80. Lady Esther, Ltd........... 735,137 624,615 + WJ 
30. National Dairy Prod..... 1,785,675 1,908,673 6.4 81. California Fruit 
31. Best Foods, Inc............. 1,782,423 1,104,497 61.4 Growers Exchange... 728,964 658,740 + 107 
32. Coca-Cola Co................. 1,782,044 1,475,059 + 20.8 82. Ralston Purina Co......... 720,686 ~ 365,867 + 974 
33. Doubleday & Co., Inc 1,775,991 1,177,652 + 50.8 83. Canada Dry Ginger Ale 720,583 615,021 + 1712 
34. Philco Corp................... 1,756,458 3,132,492 — 43.9 84. Corn Products Ref. Co. 708,580 291,187 +1433 
35. Kaiser-Frazer Corp....... 1,669,006 2,808,661 — 40.6 | | een 698,651 633,905 + 102 
36. Wrigley Co................... 1,623,568 _ 289,611 +460.6 Pan American World 
37. HSI. 1,549,161 1,525,515 + 16 | ERE 674,301 474,839 + 420 
38. 1,511,270 960,504 57.3 87. Transcontinental & 
39. Continental Baking Co. 1,388,129 463,239 +199.7 Western Air, Inc....... 671,964 471,191 + 4216 
40. Avco Mfg. Corp............. 1,356,158 720,689 + 88.2 88. Phillips Petroleum Co. 656,199 625,665 + 49 
41. Publicker Industries... 1,300,840 1,316,294 1.2 89. Northwest Airlines Co. 655,615 334,590 + 959 
42. Libby, McNeill & Libby 1,282,828 1,160,257 + 10.6 90. Wm. R. Warner & Co... 653,327 465,959 + 402 
43. Amer. Safety 91. Sunshine Biscuits Inc. 646,308 495,855 + 33 
Razor Corp. .............. ‘1,259,789 242,142 +420.3 92. Hills Bros. Coffee Inc. 642,486 693,772 — 7A 
44. Lamont, Corliss & Co..... 1,168,637 508,083 +130.0 93. Du Mont Laboratories. 637,073 234,137 +1721 
45. ManhattanSoapCo.,Inc. 1,164,660 284,954 +308.7 94. Seven-Up Co................. 633,706 322,545 + %5 
46. Liebmann Breweries... 1,153,511 1,002,170 + 15.1 95. Wilson & Co., Ine......... 630,517 808,060 — 226 
47. Socony-Vacuum Oil...... 1,143,303 840,787 + 36.0 96. Wildroot Co., Inc........... 621,491 166,696 +2724 
48. Hiram Walker-Gooder- 97. Standard Oil Co. (Ind.) 609,002 500,698 + 2146 
ham & Worts Ltd..... 1,142,921 991,263 + 15.3 98. W. A. Sheaffer Pen Co. 607,476 222,895 +1725 
49. Internati. Cellucotton.. 1,141,826 212,374 +437.6 99. J. A. Folger & Co......... 607,225 472,238 + 284 
50. Greyhound Corp.......... 1,139,365 1,022,287 + 11.5 100. Jacob Ruppert Brewery 606,531 277,733 +1184 
CuAsraasoss MEDICINE CO. .... 57,036 Caters Mt Sstvarssaedaees4 oneness BROADCASTING 
Black Draught ....ccccccccccee 27,469 Pn Mtebhwas 444427 eneneees ET ctu buahscueraeenseke 159,11] 
— Draught i -caccecess 3,585 ay aS shecdnn aan teehee <a SE MED occ deesnascence 140,994 
 <ttidhs Kee mebennob6neses OR RR re Columbia Record Player ......... 18,107 
CHESAPEAKE & POTOMAC CLING PEACH ADVISORY COLUMBIA ~~ PACKERS ASSN. INC. 
ERP rr 240,104 CT. c45 0h i666 be tire 0000's 0 Bumble Bee Products ........... ,779 
CHESEBROUGH MFG. CO. CONS’D. CLINTON INDUSTRIES INC. ....... COLUMBUS & SOUTHERN OHIO 
Vaseline Hair Tonic ............. 302,047 | Clinton Desserts a TT canbd iy neannneds 40,383 
CHICAGO, BURLINGTON & Clinton Pudding =, RICE MILLS 
QUINCY RAILROAD ............ 220,764 Hi-C Orange Ade anh EE tata aeas 4abhuy 60 6:0 25,651 
Sl WEE. veeserscccesnecce 6 Snow Crop Frozen Foods ......... COMMERCIAL SOLVENTS CORP. ... 25,215 
tt i <n denenseene tes 213,865 Snow Crop Fruit Juices .......... SE PE. “sot cecees cesses 9,131 
CHICAGO, MILWAUKEE, ST. PAUL Snow Crop Grape Juice .......... aed Baa Anti-Freeze ........ 6,582 
& PACIFIC RAILROAD ......... 404,557 wad re Orange Juice ........ I Se ie chee oaks dene 9,502 
CHICAGO, NORTHERN ee et . EE akateadescs nas coMMERCIAL TRAVELERS MUTUAL 
A aera be — Saa cLonox CHEMICAL co. . ACCIDENT ASSN. OF AMERICA 
Sikhincenebepeae 28,637 | Clorox bo epee oe nd omhisacine tamis ooo 79,341 
cHICAGO & NORTHWESTERN Mh in 6656 b ne kis Bh oie.0 9% 6 096 | COMMONWEALTH EDISON CO. .... 281,856 
eestebbisevestaesese CLOVER tear CREAMERY ae we TRACTION CO. 
CHICAGO. ROCK ISLAND & PACIFIC  f rr = — lll Rn eee 27,47 
Mh. shceconyces eee i MEGie as 664.0046046<6 ehke 000 95 camsToeK — CORP. 
ae oy & SOUTHERN sath 0.4.060e Keane o4n 0 Pie Slice a 47,676 
RLIN Mn Ga bdesscuvecdas 203,218 | CLUETT, PEABODY & be INC. CONGOLEUM- NATAN tne & heat 30, 
CHICAGO PL <<teceséstoeds Cloett, Peabody Products ........ ET doen sag beue% +0 9.009.060 17,763 
CHICAGO WESTERN CORP Monarch Garments .............. EE a hetiih ns kk be ne iad 17,40 
ME ccs cessccseeeee 30,023 COCA-COLA CO. ............-.0c5 wd oe MEY #044 ckeeke 43,820 
TT, ssccvecvesccese 8,747,966 en Cie ns ocmeh se 51,873 
Chrysler Airtemp ............-. 4,766 | COHEN GOLDMAN & CO. CONGRESS CIGAR CO. INC. 
MEE va be tbsvan dacs nis 1,793,728 | Wearing Apparel ............... La Palina Cigars ............... 124,814 
pf srr .3,061 | COLEMAN CO. INC. .............. — PRODUCTS CORP. 
Chrysler Institutional .......... 1,155,578 i 6 Ghee ua 32,504 
Chrysler Marine Engines ........ ‘ a conseiDAiED CIGAR CORP. ..... 062 
Chrysler & Plymouth Cars ........ CI ES Eee Dutch “yA Gears aeeenenbaba 246,318 
~ = re Roos’ ma Seeks exe ae 4 DT Vicks écbbenehveweseoes consoLioaTet Ay "ebisea’ - “ ¢ as ‘wy 99,744 
e Soto mouth Cars ........ 
Dodge Cars, ersten erresy 1,926,552 a  arebtpenrerestepreteeteey 259.8 
i vad perkiries 9791 Cashmere Bouquet Soap .......... 765,527] Con Edison ..................0. ’ 
3 See Be ee Oe ee i ca 
IL tice cekenanns bed J j 
CHURCH GRAPE JUICE CO. |... ae ae: See ............. 37,48 
3 — salons MbCaEEGGs 5 tenegn’ Colgate-Palmolive-Peet Products .. omy eae gi ae 5 pk 7 
Ast ERhe hs ée ers sne 31,232] Colgate Shave Cream ............ SE Se vtetcescess acs 1,08 
cINcH PRODUCTS > dpadedsdue 3, Colgate Soap Flakes ............ Casas bhbesasecenene 26,98 
cate i eGaescRe<iave<eeseseen 5350 Colgate Tooth Powder ........... ent "enobuct a ay hep eye) 4 8,649 
Wi ccctiiicsccccecececees | TF ee Mena Ss tex scien Conti Shampoo. ................ 51,0% 
RN i ne S3,751| tsle Shame ................. CONTINENTAL AIR LINES IWC. 22. 74°59 
CINCINNATI GAS & js 4a co. . 36,827 Kirkman Flakes ................ 46 | CONTINENTAL BAKING CO. INC. .. 1,388,128 
CINCINNATI & SUBURBA Kirkman Granulated Soap ........ SD ME vb dbue ede cecesces 126,08 
BELL TELEPHONE to.” Skt c0cee 32,353| Kirkman Products .............. — Ey 0626540603.0% 6060. 1,195,38 
— savers GE bP cle nenceeess 319,658 Lustre Creme PD reese taies Sn 08000 scecbeeeeeceeses 66,645 
Fuel ip a ate ae ae aot Octagon Granulated anette CONTINENTAL CASUALTY CO. ..... 40,919 
2 bed “ Goide Titi’: °58706| Paint Bhar Gea neat “Eee BOE ........-... 431,38 
eadbidt ‘ almolive ee CARRS be 68 sb a 
3 DUE cucamehcsaunceee’ o 24,889] Peet's Granulated SP scacae tes eee ee OS OER 
rests eS Pee 57,163 we Denety ‘es eee wader CONVERTED RICE INC. d 
ere Pre oe 33,635 we WUNEET oensshssercesos coun taemrca con WP onsseee ate 
CLARIDGE FOOD CO. INC. , . Cook-Kill Bug Killer ............ 53,96 


COOK CO. INC., F. W. 
6 s Beer 


“rem Salad Oil 
Niagara Laund 


Advert 


I 
By 
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Advertising Age, July 10, 1950 


AZ BREWING CO. 38,993 
Seiterest 51 Beer 


s erBURY MFG. CO. 


20,909 


i MT ban ceeseesceces 38,994 
RAUB & CO., W. F. 

nities titnirdel 0 pry 

32,491 

senhamkeaGh= eo 10,310 

cS a Pl gill Se 22,181 

Sieheeinain« 6s 149,676 

on Sep 80 

beebeccseSecorcbcecosccs 14,079 
iiuaibtes dawn 12,1 

nt Fl a i By 

A 2 Rp 2,171,079 

Stab bagaebececce¥ess 378,486 

UT OO eee 66,401 

Dexter Cigars .. 24,436 

. a, /— Cigars: ah webbie was 12,912 

Aen b bse neces es 29,053 

ey ie 60,617 

ES 6 U4 nocd odness oe 59,206 

1,411 

sty REA, S 71,149 

Edin debe bo ccashecdcese 6,553 

ME eo ckkids peed se és 698,651 

meSUNSHINE BISCUIT INC. ......... 646, 

aa BAKING CO. 

OL | ‘huide cnn cok eekasaeevese 37,354 

SURFACE COMBUSTION CORP. 
Janitrol Burner ........-e0eeees 26,765 
SWANSON CO. 
Swanco 0 PR biwe cdspese 29,339 
nr VON cesckérensertqnasee 3,397,211 
Armstrong Birdbrand Shortening .. 2,620 
Blennt Plant Food .............. 1,117 
Corkran, Hill & Co. Products J 
End-O-Pest ....... 6,603 
End-O0-Weed ...... 4, 
Jewel Shortening 118,727 
Pard Dog Food 216, 

‘om — ha Peanut Butter ......... 9 
sr Se ne ins a 
380,28) Swift's Allsweet Margarine .... 369,319 
189,396 Swift's Baby Food .............. 321,923 
113,35) Swift's Brookfield Cheese ........ , 
107,708 Swift's Brookfield Dairy Products .. 64,760 
052,508 Swift’s Brookfield Meat Products... 26,7 
033,108 Swift & Co. (Agricultural Research) 31,765 

Swift's Cleanser ........eeeeeee y 
Swift's Garden Insecticides ....... 18,263 
Swift’s Ice Cream ...........+..-.: 951 
Se 6 errr 1,032 
Swift's Plant Foods ............. 5, 
Swift’s Premium Meat Products ... 695,032 
Swift’s “Quick Frozen’ Meats .... 2,620 
BES GENO occcccccccceseses 2,356 
= Vigoro Plant Food . 36,011 
Ml Products ....cceccccescccsseees , 
"JmESYLMAR PACKING CORP. 
DPE scakethapeecetess ae 35,004 
pasanen 29,801 
A ea bSWdseetGrtulea ccs 24,749 
prenansa ELECTRIC PRODUCTS 
bubs cceeetssesbdbasceds 338.38 
leeensasnenhystminne sie 7,914 
SMD a hb ee ecs's en + <% 139,522 
astY 8 PE ME “sa<eeseeenwes 56,074 
ww amen 15,872 
SECT owaktctasesste<e 36,027 
NE so web 0.606406 0 6068 4,175 
AYLDR. “neED CORP. 
i ee 45,391 
ERRE HAUTE pl co. 
© Champagne Velvet Beer :......... 173,650 
ESTED PAPERS OF AMERICA INC. 
Bee Mark Pradusis ....ccccccses 9,540 
LEY TEA CO. 
Ue eEV ade cdveccdvdesecd 182,214 
i Re pee ee 57,172 
EXAS CONCRETE WORKS 25,889 
36,205 
EXAS & PACIFIC RAILWAY ...... 57,989 
HEOBALD INDUSTRIES 
DT cul ch eekeeseee se sees 66,714 
ED Cn MM. cceeseceseves 100,011 
SEE. Sond rec vaccesss 27,086 
fl EE eee 72,925 
RE Sassen sbi¥sssececses 312,816 


ry IMKEN ROLLER BEARING CO. ... 129,823 
66 IMKEN-DETROIT AXLE CO. 
117, Timken Silent Automatic Burners . 102,549 
a, Sea 118,828 
3 PR Srerereee 117,002 
ED sci bewvaveucees cs 1,826 
OBIN PACKING CO. ............. 57,760 
Arpeako Meat Products .......... 47,451 
First Prize Meat Products ........ 1,258 
Tobin Meat Products ........ ... 9,051 
UBTOLEDO EDISON CO. ............ 51,021 
mm ONSILINE CO. 
a i re 27,182 
‘omg 'OWLE MFG. CO. 
a ae 26,696 
WETRANE CO. 
2,84 Convector Air Conditioning ....... 34,717 
ee TRANS-CANADA AIRLINES ........ 101,961 
19,78 TRANSCONTINENTAL & WESTERN 
‘6 ee ae 671,964 
18, hans. rhe ere 42,101 
179,2ETRANSVISION INC. 
vm RS Se 49,991 
@'REO CO. INC. 
EE eee 42,157 
Ha'ROMMER INC., JOHN F. 
49m Trommer’s Beer ................ 354,060 
20,678 TRU-ADE INC. 
3 Tru-Ade Beverages .............. 113,283 
346, mu. wt MEDICINE CO. 
OD 7D cua drscasckesetcesa 25,814 


3345 Motion Pictures ................ 95,243 
se U 

a Malede hed ae Ft Gis ace 118,836 

eee OL ER 52,332 

hy ow ahi Poem hepa 422 

RE ii tts ic bye 65,082 


52 | UNION ELECTRI 


4 | WALKER’S AUSTEX CHILI CO. 


| Newspaper Ad Expenditures—1949 


Data compiled by Bureau of Advertising, ANPA 


44,558 | UNICORN PRESS 


Books 

UNION CARBIDE & CARBON CORP. 
Eveready Batteries 
Institutional 


6-12 Repellent & Lotion ......... 
Vinylite a tte pconsese 
UNION OIL co. OF CALIFORN! 
Stn Ua srchebsocsetocees 
UNION PACIFIC RAILROAD ....... 


uNiTeD AIRLINES INC. 
UNITED BISCUIT CO. OF 
AMERICA 
Felber Biscuit Co. 
Keebler Products 
Merchants Biscuit Co. 
Sawyer Biscuit Co. 
Streitmann’s Biscuit Co. ........ ; 
UNITED FRUIT CO. 
Bananas 
Steamship Tra 
UNITED GAS CORP. .............. 
UN‘TED JEWISH APPEAL ........ 
UNITED MERCHANTS & MFRS. INC. 
Cofemes Fabrics 2... cccccccccscee 
UNITED STATES AIR FORCE 
a. gpares ARMY & AIR 


UNITED. STATES. “Bneweis 
UNITED STATES NCOAST GUARD |. as 


39 | UNITED STATES INDUSTRIAL 
CHEMICALS INC. 


Super-Pyro Anti-freeze ........... 
UNITED STATES ed co. 
Steamship Transport 


; UNITED STATES NATIONAL GUARD 


UNITED STATES RUBBER CO. 
Fisk Tires 
Institutional 
United States Koylon Foam Mattress 
United States Royal Fabrics ...... 
United States Rubber Co. Shoes ... 
aw oe a rer 
DEE booed escceséesecsccces 

UNITED "STATES SHOE CORP. 
EO ree 

UNITED STATES STEEL CORP. 

UNITED WALLPAPER INC. 
Trimz Products 


VAN CAMP SEA FOOD CO. 
Chicken of the Sea Tuna 
White Star Tuna Fish 
SE. 66046650606606 00000506 

VANITY CORSET CO. ............. 

VAN NOSTRAND CO., D. 

Books 


eee eee eee ee ee eee eee) 


VAN PATTEN PHARMACEUTICAL CO. 


Allimin Tablets 
bag ro -A-RAY CORP. 
Se RUGSUEh GAR DA) o0.0 50 2994 
VETERANS OF FOREIGN WARS 
VICK CHEMICAL CO. 
Prince Matchabelli Preparations ... 
| ww ov igh Preparations 
Sofskin Cream 
Vicks Cough Drops 
Vicks Inhaler 
Vicks Vaporub 
Vicks Va-tro-nol 
Vicks Products 
VIKING PRESS INC. 
= MACARONI PRODUCTS 


Tere eee eee eee eee ee ee eee 


eee eee ee eeeee 


ee 
eee eee ee eee ee 
Cee meee er nee eenee 


eee eee eee eee eee 


WABASH RAILROAD 


WAGNER BAKING CORP. 
Mrs. Wagner's Pies 


WALKER-GOODERHAM & WORTS 
7 LTD., HIRAM ; 


Black Hawk Whiskey 
Corby’s Whiskey . 

G & W Seven Star Wh 
Hiram Walker's Gin 
Hiram Walker’s Imperial Whiskey .. 
Hiram Walker’s Products 
John Jameson Whisky 
Valiant Wines 
William Penn Whiskey 


Mexene Chili Powder ate 

Walker’s Austex Chili ........... 

Walker’s Austex Meat Products .... 
WALL STREET JOURNAL 
WALTHAM WATCH CO. 
WANDER CO. 

Ovaitine 


eee eee eee ee ee ee eee 


WAR ASSETS ADMINISTRATION ... 
WARD BAKING CO. 

Paradise Fruit Cake 

Ward's Tip Top Bread 

Products 
WARD-GREEN CO. 
WARNER BROS. CO. 

Foundations & Brassieres 
WARNER & CO., WILLIAM R. 

Richard Hudnut Permanent Wave .. . 

Richard Hudnut Shampoo 

Sloan’s Balm 

Sloan's Liniment 

Sloan’s Products 
WASHINGTON GAS LIGHT CO. 
WASHINGTON STATE APPLE 

ADVERTISING COMMISSION .. 
WATERMAN CO., L. E. 

Pen & Pencils 
WATER MASTER CO. 
WEBSTER TOBACCO CO. INC. 

Cigars 
WEEKLY PUBLICATIONS INC. 

swee 


Pee ee ewe eeenne 


WELCH GRAPE JUICE CO. 
Grape Juice 
Jellies & Preserves 
Products 


eee ee eee eee eee eee eee 


WEMBLEY INC. 
Men's Neckwear . 


eee eee enee 


190,433 


101,072 
42,219 


54 ba yt SALT CO. 


was ie 68. ii hale She sae wile eae 4 
Geen.) MN oglha Shawkbacciccectdecces 
262,416 weston OIL & SNOWDRIFT 

11,766 Gt a eS 
15,720 Bie. Plate ENR ee 
10,469 Blue Plate Margarine ............ 

778 Blue Plate Mayonnaise .......... 

85,468 Blue Plate Products ..... 
Blue Plate Salad Dressing . 

647 Snowdrift Shortening ..... 
349,513 Snowdrift & Wesson Oil .. 
559,705 ET Cee aan es degdye sess 

15,813 | WESTERN ig SUGAR PRO- 

379,649 i sh a0n6on 5069 00s 
164,243 | WESTERN a yh RAILROAD ..... 
588,254 | WESTERN RA aera 

WEST END SREWING co. 

Ny Utica Club Beer & Ale .......... 
38,471 | WESTERN AIRLINES ............ 

,085 | WESTGATE SEA PRODUCTS CO. .... 
16,763 Breast O’Chicken Tuna Fish ...... 

3,5 Sun Sony ‘4 = + Eetpeweses 
25,176 Westgate Sea Products .......... 

,081 WESTINGHOUSE ELECTRIC CORP. 
28,433 SEE 
157,648 | Westinghouse Appliances ........ 
126,076 | Westinghouse Clothes Dryer ...... 
285,66 Westinghouse Lamps ............ 

Westinghouse Laundromat ........ 
226 Westinghouse Laundromat & Dryer . 
25,072 | Westinghouse Light Bulbs ........ 
Westinghouse Radio PTT TTT TTT 
868,875| Westinghouse Radio & Televisio 
Westinghouse Ranges ..... Seecces 
868 Westinghouse Refrigerator ........ 
Westinghouse Sewing Machine 
124,454 Westinghouse Television ......... 
95,237 | Westinghouse Vacuum Cleaner ..... 
Westinghouse Water Cooler ....... 
fw Water Heater ...... 
SUR . SE saad Aiedocbaceescaecc 
. WESTMINSTER vanes 
yes “eee CORP. 

892 WHEELING a CORP. 

,895 Hand-Dipped Wares ............ 
38,342 | WHITBREAD & CO. LTD. 

2,211 Machkeson’s Stout .............. 
16,641 | WHITE SEWING MACHINE CORP. 
296,169 Domestic Sewi PR 

8,540 | WIEDEMANN BR — co., Gesaes 

Wiedemann’s Bee: 
95,873 | WILDROOT CO 
901,679 Hair Tonics ... 
91,905 om a Ee 
i in ve awh a bG0e 68 

520 wins. CO., JOHN H. 

WILLARD FABRE GR secccesccss 

= =. badphededdsdeesdscovees 
553,358 | Treatment ........0eee ee ee eens 
56,649 wiLttAMs, S. ¥.. B. 
47,741 Shaving Products ............... 

‘ wiLLiason HEATER co. 

1239 | Furnaces ......-ecsesecessess 
ane WILLYS-OVERLAND MOTORS ..... 
315,642| Jeep Cars ......ceeeeeeeeceeees 

aa YO PROS RESEPseceeee 

CE Knees chase a6 0406 

27,319 | WisON & CO. .................. 
27,538 Ideal Dog Food .............0.. 
17,785| Mor Canned Meat .............. 

SD | Ns atsccceceesses 

. 191,206| Wilson’s Bake-Rite Shortening ..... 
582,110 Wilson’s Canned Meat .... 
24722 Wilson's Food Products . 
13'839 Wilson’s Margarine .... 

"156 Wilson's Meat Products . 

211824 DUNE ceteccecccescceocccess 

— a MFG. CO. 

4 , oats | 4 
aes eae WILSON LINE INC. 
165,751 | Steamship Transport ............ 

WILSON MILK CO. 

$6,221 CO 
30,515 | WILSON SPORTING GOODS CO. .... 
212,778 | WINDOW SHADE INSTITUTE ..... 
WINE ADVISORY BOARD 
We FOUEEE occdccccccccccce 
WINE CORP. OF AMERICA 
58,905 Mogan David Wine ............. 

. WINE GROWERS GUILD 

65,719 ok ee 


me ELECTRIC POWER 


Insurance 


WOOD MFG. CO. 
Fishing Minnow 
WORCESTER BAKING CO. 
Town Talk Bread 


Seem meme eee 
Cee eee eee eee 


Ivory 
Worcester Salt . 
WRIGLEY JR. CO., WILLIAM 
Chewing Gum 
WRISLEY CO., ALLEN B. 
Oliv-ilo Soap EE EP ee 
Wrisley Bath Crystals 
Wrisley Preparations 
Wrisley Products 
Wrisley Soap 
WYLER & CO. 


WYNN “om co. 
Oil Lubricants 


YORK CORP. 
Automatic Flak-Ice Machine 
YOUNG INC., W. F. 
Absorbine Inhaler 
Absorbine Jr. 
YOUNGSTOWN KITCHENS- 
MULLINS MFG. CORP. 
Youngstown Kitchens 


eee eee ennee 


ZENITH RADIO CORP. 
| Aids 


a aa oe 
the htawitedaeenesesos 
ZINSMASTER BAKING CO. 
Bread 
ZONITE PRODUCTS CORP. 
F Tooth 
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TESTED—Polaroid Corp., Cambridge, Mass., found, in a split-run test in the New 
York News, that the ad at the left, with a product illustration, pulled in more 
coupons than the one at the right, showing a pleased owner. Copy in both ads is 
identical. The Boston office of Batten, Barton, Durstine & Osborn handles the account. 


Largest Canadian 
Gasoline Campaign 


Aims Partly at U. S. 


TORONTO, July 5—The British 
American Oil Co., Toronto, has 
launched a massive campaign to 
introduce its new higher octane 
gasolines, B-A 88 and 98. 

The campaign features full- 
page newspaper ads, colored mag- 
azine ads, radio, posters, painted 
bulletins, sky-writing, giant 
blimps, sales promotion material 
and service station point of sale 


39 | aids. 


Through July, B-A will use 20- 


595 | second animated chain-breaks over 


62| Assn., 


39 H. Campbell, 


TV stations in New York, Boston, 
Rochester, Syracuse, Buffalo, Phil- 
adelphia, Cleveland and Detroit, 
aiming at American tourists. 

The gasolines are sold only in 
Canada and replace the lower 
octane gasolines previously sold. 
B-A 88 and 98 are new trade- 
marks. 

The campaign is being directed 
by James Lovick & Co., Toronto. 


Dry Goods Retailers Elect 
Powderly for Promotion Post 


The National Retail Dry Goods 
New York, has named 
Robert J. Powderly, sales promo- 
tion director of Kresge-Newark, 
as chairman of the sales promo- 
tion division. Mr. Powderly auto- 
matically becomes a director of 
NRDGA according to the by-laws 
of the association. 

Mr. Powderly succeeds Willard 
vice-president of 
Schuneman’s Inc., who has been 
elected chairman of the sales pro- 
motion division’s executive com- 
mittee. 


33,970 Four A’s Appoints Scherman 


Sykes Scherman, with the Amer- 
ican Association of Advertising 
Agencies since 1948, has been ap- 
pointed assistant secretary at Four 
A’s headquarters, New York. He 
will handle general service re- 
quests and supervise stenographic 
and clerical staffs, receptionists, 
library and files. 


Henry Heads Solvents Sales 


Commercial Solvents Corp., New 
York, has named Harold J. Henry, 
formerly president and general 
manager of Tek-Hughes Inc., as 
vice-president in charge of sales. 
Mr. Henry succeeds Henry W. 
Denny, who has retired. 


464 | Spitzer Becomes V. P. 


Erwin Spitzer, formerly copy 
chief, has been promoted to vice- 


7 | president in charge of creative pro- 


duction at Hicsiiqn-Gartieni, New 
York. 


New Pancake and 
Wattle Batter Hits 
Twin Cities Market 


Sr. Pau, July 6—A new ready- 
to-use pancake and waffle batter, 
“PanWaff,” has been introduced 
in the Twin Cities market with an 
extensive newspaper and televi- 
sion advertising campaign. 

PanWaff Inc., maker of the new 
batter, plans national distribution, 
with Chicago next on the list, fol- 
lowed by New York and other met- 
ropolitan centers of the U. S. 

While newspapers and TV will 
receive the major part of the ad 
budget at first, the company plans 
to use magazines, radio and out- 
door as the product becomes more 
fiymly established nationally. 

PanWaff batter is packed under 
pressure in a metal container 
which is fitted with a dispensing 
valve. The container is kept under 
refrigeration and is said to con- 
tain enough batter for about 20 
average-size pancakes. 

Fadell Advertising Agency, Min- 
neapolis, handles the account. 


‘Diner’ Changes Name, 
Boosts Ad Rates 20% 


Laurel Publications, Plainfield, 
N. J., has changed the name of the 
Diner, business paper covering the 
diner, drive-in, and counter ser- 
vice restaurant field, to the Diner 
& Counter Restaurant. 

The publication also has an- 
nounced a 20% increase in rates 
across the board, its first increase 
in three years. The new rate is 
based on Controlled Circulation 
Audit of 15,000 starting July 3. 


Names Emmett McCabe A. M. 


Emmett A. McCabe, formerly 
director of public relations, has 
been named advertising manager 
for Consolidated Vultee Aircraft 
Corp., San Diego. H. A. Bruno & 
Associates, Rockefeller Plaza, New 
York, which has served as the cor- 
poration’s public relations counsel, 
has been named to assume full di- 
rection of the public relations pro- 
gram. 


Davis Names Croot Agency 


Samuel Croot Co., New York, 
has been appointed to handle ad- 
vertising for all products of R. B. 
Davis Co., Hoboken, N. J., man- 
ufacturer of Cocomalt, Davis bak- 
ing powder, and Swel frosting. 


Joins Davies & McKinney 


Herbert C. Harper, formerly in 
the advertising department of J. A. 
Zurn Mfg. Co., Erie, Pa., has 
joined the account executive staff 
of Davies & McKinney Advertis- 


ing Co., Erie. 
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Export Admen Set 
Plans for Annual 
Meeting in October 


New York, July 6—“What Man- 
agement Is Getting for Its Over- 
seas Advertising Dollar, Today and 
Tomorrow” will be the theme of 
the 1950 Export Advertising As- 
sociation convention scheduled for 
Oct. 5 at the Hotel Plaza. 

Announcement of the theme was 
made by George H. Giese, director 
of the international division, Mc- 
Cann-Erickson, and chairman for 
the convention. 

Among the topics to be aired in 
panel discussions are: (1) how to 
increase the efficiency of today’s 
export advertising dollar, (2) the 
function of the advertising agen- 
cy in expanding foreign trade, (3) 
what part top management 
should assume in export ad- 
vertising, and (4) what export ad- 
vertisers are doing to get the most 
out of point of sale merchandi- 
sing in overseas markets. 


ws Mr. Giese called for top man- 
agement of concerns with foreign 
markets to consult export specia- 
lists at the convention. 

Explaining the choice of theme, 
he said: 

“It is especially hoped that top 
management of companies doing 
business abroad will join with their 
export specialists in the conven- 
tion’s activities and discussions. In 
an even greater degree than the 
dollars involved would indicate, the 
able and statesmanlike presenta- 
tion of American products abroad 


is important to this country and 
to the world today. Upon it largely 
depends the implementation of 
Point Four, and the fostering of 
the free enterprise concept among 
all the world’s free people.” 


Names Lowe and Hanley 


Robert H. Lowe, formerly ad- 
vertising and sales promotion man- 
ager of General Electric Supply 
Corp., Pittsburgh, has been named 
director of the gas appliances pro- 
motion division of Ketchum, Mac- 
Leod & Grove, Pittsburgh agency. 
Charles E. Hanley, formerly junior 
account executive of the agency, 
has been appointed a dealer con- 
tact man with the gas appliances 
division. 


FC&B Transfers Heubener 


Elizabeth Heubener will be 
transferred on July 17 from the 
Portland, Ore., office of Foote, 
Cone & Belding to the San Fran- 
cisco office in the control depart- 
ment. For the past two years she 
has assisted Leith Abbott, north- 
west manager of FC&B. Virginia 
Hedges has been named to suc- 
ceed Miss Heubener in Portland. 


Crosley Names Armstrong 


J. L. Armstrong, formerly field 
sales manager of Bendix Home 
Appliances Inc., has been named 
vice-president in charge of sales 
of Crosley Motors Inc., Cincinnati. 
Stanley E. Kess, formerly a vice- 
president, has been made secre- 
tary of the company. 


Remsen Appoints Canyock 
Remsen Advertising Agency, 

New Haven, Conn., has appointed 

Robert A. Canyock, formerly copy 


Korea Shows Basic Policy: 
‘Point Four’ Plans Developed 

WASHINGTON, July 6—No matter 
how you look at it, one conclusion 
seems inevitable: Korea is just the 
beginning of a chain of events 
which are bound to be important 
to America for a long time to 
come. 

Our intervention in Korea is 
more than a military fact. It’s a 
basic policy decision, putting the 
U. S. on the offensive in the fight 
against communism in the Far 
East, just as it has been on the of- 
fensive in Greece, Turkey and 
other parts of the world. 

Naturally, there will be some- 
what larger military programs. In 
addition, you will be hearing more 
about Point Four—the program to 
develop resources and living stand- 
ards of backward nations. 

Point Four will be used to pro- 
vide tangible evidence of our way 
of life to the people of threatened 
areas, in an effort to rally them to 
resist. From past experience, pol- 
icy makers feel Far Eastern people 
will not fight communism unless 
they are fighting to save some- 
thing worth saving. 

Point Four involves a relatively 
moderate amount of government 
money, plus substantial invest- 


chief of E. J. Lush Inc., as head of 


its copy department. 


ments by private industry. Its most 


Which comes first... 


CHICKEN... or EGG? 


Business, too, has a similar puzzle. Which comes first . . . 

salesmanship or service? We must fight for sales, but if service is 

weak no enduring business is possible. This is particularly true in the business 

of photoengraving which is part craftsmanship and part service. To give better 
service to advertisers and agencies who buy engravings in Chicago, the thirty-two 
members of the Chicago Photoengravers Association cooperate to solve their common 
service problems. They employ more than 1,000 craftsmen who produce the majority 
of the fine engravings made in Chicago. To assure that this service record will 
be maintained, young craftsmen must be properly trained and fair trade 
practices kept in force. This service problem is the joint responsibility and 
interest of all the members listed below. 


AD-PLATE ENGRAVING CO. « AMERICAN COLORTYPE CO. ¢ BLOMGREN BROS. & CO. « BONCRAFT CORP. ¢ CENTRAL TYPESETTING & 
ELECTROTYPING CO. « COLLINS, MILLER & HUTCHINGS, INC. ¢ COLUMBIAN ENGRAVING CO. « R. R. DONNELLEY & SONS CO. ¢ DOT 
ENGRAVERS, INC. « THE FAITHORN CORP. ¢ FOOTE, CONE & BELDING ¢ GLOBE ENGRAVING & ELECTROTYPE CO. © ILLINOIS PHOTO- 
ENGRAVING CO. © JAHN & OLLIER ENGRAVING CO. © LAKE SHORE PHOTO-ENGRAVING CO. © LIBERTY PHOTO ENGRAVING CO. 
MAGILL-WEINSHEIMER CO. ¢ MANZ CORP. ¢ McGRATH ENGRAVING CORP. « THOS F. McGRATH & ASSOCIATES « NATIONAL ENGRAV- 


ING CO. e 


NORTHWESTERN PHOTO ENGRAVING CO. 


© PONTIAC ENGRAVING & ELECTROTYPE CO. 


© PREMIER 


ENGRAVING CO. © PROCESS COLOR PLATE CO. © RELIABLE ETCHCRAFT CORP. © REVERE PHOTO ENGRAVING CO. 
ROGERS ENGRAVING CO. ¢ STANDARD PHOTO ENGRAVING CO. ¢ STEARNS & CO. ¢ SUPERIOR ENGRAVING CO. ¢ WALLACE-MILLER CO. 


FOR FAITHFUL, 


CHICAGO PHOTOENG 


FORCEFUL REPRODUCTION. . 


RAVERS ASSOCIATION 


BOARD OF TRADE BUILDING * CHICAGO 
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By STANLEY E. COHEN, Washington Editor 
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week shows that per capita spend. 
ing in retail stores hit $893 in 1 
compared with $319 in 1939. Highs 
est per capita spending was in the 
District of Columbia, $1,288. Next; 
Delaware, $1,274; then Nev 
$1,225 and Montana, $1,179. Low. 
est: Mississippi, $472. For compar. 
ative state summaries for retaj 
trade, from the 1948 Census of 
Business, ask Census Bureau for 
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‘Icapacity existed 
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Korean Crisis 
Creates Quandary 
for Business 


(Continued from Page 1) 
economy far tighter than Pearl 
Harbor did. 

In November, 1941, there were 
7,000,000 unemployed to draw into 
the armed services and labor 
forces. So much idle industrial 
that it took 
months for the government and in- 


dustry to agree on the need for 
constructing additional plants. 


s The Korean affair finds the U.S. 
with 20% more steel capacity than 
in 1941. But for the past 11 weeks 
the steel industry has operated 
over 100% of capacity in an effort 
to meet unprecedented peacetime 
requirements. 

With steel, nonferrous metals and 
many other commodities already 
to capacity, it takes heroic self- 
control for an industrial purchas- 
ing officer to keep his hands off 
any raw materials that come his 
way. 

In fact, government officials 
concede that they are asking a 
great deal when they advise busi- 
ness men to resist temptation. 

“Suppose you were responsible 
for purchasing steel for the pro- 
duction of Buick cars,” several 
officials were asked. “In view of 
what you know about today’s steel 
market, would you pass by any 
opportunities?” 

Most officials agreed it would 
be a tough decision. 

According to information reach- 
ing the Department of Commerce 
from industry contacts, the most 
frantic buying is by members of 
the appliance: industry, who are 
taking materials wherever they 
can get them—often at “gray mar- 
ket” prices. 


a What are the possibilities: 

In the event of a general war, 
of course, there would be all-out 
conversion, 

But what about limited and 
“stand-by” warfare, the kind that 
could keep the nation semi-mobi- 
lized for months and _ perhaps 
years? 

Probably the answer would be 
some form of semi-rationing, pat- 
terned after the voluntary alloca- 
tion program carried out by the 
Department of Commerce after 
World War II. 

A program of this kind might 
require reduced production of 
many consumer items. It would 
probably involve “allocation” of 
basic materials, but it might not 
require price control. 

Rationing and price control can 
operate only with the consent of 
Congress, but there are a number 
of steps the government can take 
without congressional action: 

1. It can ease the commodity 
market by “tapering off” the 
housing boom through regulations 
tightening the market for con- 
struction loans and GI mortgages. 

2. It can crack down on consum- 
er credit by executive order. (War- 
time Regulation W was issued by 
the President, confirmed by the 
Congress later.) 

3. Under the draft law, it can 
“requisition” materials necessary 
for the production of military 
goods. 


Camel to Sponsor ‘Fat Man’ 


“Fat Man” will be sponsored 
on the American Broadcasting Co. 
network by R. J. Reynolds To- 
bacco Co. for Camel cigarets, Fri- 
day nights, beginning Oct. 6, 7-7:30 
p.m., CST. Reynolds, through Wil- 


liam Esty Co., New York, bought 


athe radio rights to the program 


from ABC, retaining an option on 
television rights. 


NEW OFFICERS—Looking into the future with varying expressions are the new 

officers of the Advertising Assn. of the West: Thor Smith, San Francisco Call-Bulletin, 

secretary-treasurer; Muriel Tolle, Tolle Co., San Diego, vice-president at large; 

Harold J. Merilees, public relations director, British Columbia Electric Co., Van- 

couver, B. C., president; Grover Kinney, Advertisers Distributing Service, Denver, 
first vice-president. 


‘American Builder’ Readership Study 
Results Presented at NIAA Meeting 


Los ANGELES, July 5—The 20 
best-read advertisements in the 
February issue of American Build- 
er had readership scores ranging 
from 76% to 48%. 

Highest readership of a single 
editorial item, exclusive of pic- 
tures, was 60%. The ten best- 
read editorial items in the issue 


NIAA Convention 


had an average readership score 
of 35%, ranking well behind the 
best-read ads. 

Data on the study were presented 
to the National Industrial Adver- 
tisers Association conference here 
last week by J. F. Apsey Jr. of 
Black & Decker Mfg. Co., Towson, 
Md., who also is vice-president of 
NIAA and head of the administra- 
tive committee for business paper 
readership studies. 

The study, which has been com- 
pleted by the Advertising Re- 
search Foundation, will be pub- 
lished in August. Because of the 
size of the issue studied—320 pages 
—the copies shown to readers were 
reduced to 160 pages. A qualify- 
ing kit, containing published mate- 
rial and material not yet pub- 
lished, was used to check the au- 
thenticity of readership claims 
made by respondents. 


m Because of pass-along reader- 
ship, the potential audience of 
American Builder is 129,000, ac- 
cording to the study, with 93,000 
who claimed to be readers and 73,- 
000 who qualified as readers in 
the study. Data are based on a cir- 
culation of 80,000 verified by Audit 
Bureau of Circulations. 

More than 80% of the readers 
have buying influence, according 
to Mr. Apsey, and four-fifths of 
the 80% indicated that they specify 
brands and sources of supply. 
More than one-half (57%) read 
the magazine at home, and an ad- 
ditional 15% read it both at home 
and at the office. 

Of the 20 top-rated ads—with 
readership scores of 76% to 48% 
—16 were full pages and four were 
spreads. Nine of the elite group 
were b&w ads and 11 appeared in 
color. Seven of the group, inci- 
dentally, ran in the last half of the 
publication, suggesting continuity 
of reader interest. 

Highest score of any ad (76%) 
was recorded for the insertion 
plugging Andersen Windowalls. In 
second place was a Skilsaw ad, 
with 68% readership. 


# According to Mr. Apsey, read- 
ership scores for American Builder 
were well ahead of those recorded 


in the study of Automotive Indus- 
tries, which covers an industrial 
plant group. 

Two other studies in the As- 
sociated Business Publications ser- 
ies have been made on American 
Machinist and Chemical Engineer- 
ing, by the Advertising Research 
Foundation. Both are McGraw- 
Hill publications. Results of the 
studies will be published at six- 
week intervals following publica- 
tion of the complete American 
Builder study in August. To date, 
ABP has spent a total of $125,000 
on the readership project. 


DuMont Introduces 


30” Television Set 


New York, July 7—Allen B. Du- 
Mont Laboratories this week in- 
troduced the largest direct view 
television receiver ever to go on 
the market—a giant set with a 30” 
tube. Price was not announced, but 
it is expected to be under $1,000. 

This company, which always has 
veered toward larger size screens, 
is showing nothing smaller than 
17” models in its new line. This, 
according to Dr. Allen B. DuMont, 
is because the “public tastes have 
already obsoleted the 12%, 14 and 
15” TV receivers.” Seventeen mod- 
els, ten of which have the new 17” 
glass rectangular tubes, make up 
DuMont’s new line. 

The mammoth set is intended 
primarily for clubs, schools, etc., 
but it also is suitable for home use, 
Dr. DuMont said. 

Meanwhile, General Electric Co. 
has announced its new fall line 
of radios and phonographs, with 
prices ranging from $19.95 to 
$279.95. 


John Wiley Joins 


Hill & Knowlton As V. P. 


John E. Wiley, 
who recently re- 
signed as chair- 
man of the board 
of Fuller & Smith 
& Ross, has joined 
Hill & Knowlton, 
New York, as 
vice-president 
and chairman of 
the planning 
committee. 

Mr. Wiley told 
AA that plans for 
his merchandising organization, for 
which he resigned from F&S&R, 
are still going forward. When it is 
in operation, it will be run sep- 
arately. 


John Wiley 


Lamb & Keen Names Ellington 

John Ellington has been ap- 
pointed vice-president in charge of 
creative planning at Lamb & Keen, 
Philadelphia. 


New Accounts 
Added by Dowd's 
Larger Agency 


(Continued from Page 1) 

the forces of the Blaker agency 
and Redfield-Johnstone, President 
John C. Dowd obviously had two 
of everything. The indications 
were that the combine would roll 
along for a month of more just as 
it is, and then the staff will be 
evaluated. 


a The top creative man of DR&J 
will be M. Seklemian, onetime 
Macy copy chief and a graduate of 
the Montgomery Ward & Co. and 
May Co. organizations. Seklemian, 
who most recently has been con- 
sulting with companies that are 
trying to tie in their dealers into 
advertising promotions, is expected 
to give the agency the retail angle 
—which to Dowd is the sine qua 
non of agency operation. 

Dowd’s respect for the retail 
angle stems from retail experience. 
After he was graduated from Har- 
vard, he sold newspaper retail 
space for several New England 
dailies, and got into the agency 
business as Dowd & Ostreicher, 
serving retail accounts (and once, 
briefly, had both Filene’s and 
Jordan, Marsh as clients). He 
folded the Dowd & Ostreicher shop 
in the late ’30s, and has been in 
operation as John C. Dowd Inc. 
since 1939. 


a “The trouble with most adver- 
tising,” he believes, “is that it’s 
written by guys in ivory towers 
for guys in the ivory tower across 
the street to read. It’s pretty, but 
it isn’t merchandised sufficiently 
in advance of publication, and it 
isn’t followed through well 
enough.” 

“What happens in the store is 
far more important to sales suc- 
cess than advertising alone,” he 
emphasizes. In working with re- 
tail accounts—including New Eng- 
land’s sizable First National stores 
—Dowd has become convinced that 
shelf space, associated selling, dis- 
play areas and clerk support are 
often critical factors in producing 
sales. 


® He is also inclined to think that 
1950's emphasis on cooperative ad- 
vertising implies a responsibility 
for the agency; some way must be 
found to produce uniform coopera- 
tive advertising—and to guard a 
client against its abuses. Dowd 
concedes that it is difficult for an 
agency to be compensated for put- 
ting together an adequate retailer 
program, and policing it to see that 
it’s effective—but he thinks it’s 
probably the best method available 
to the client. 

A manufacturer, Dowd says, has 
three basic choices: He can let co- 
operative advertising and dealer 
expenses ride, he can build an ex- 
pensive department of his own to 
do the job, and—finally, and best 
of all in Dowd’s opinion—if his 
agency can do the job, he can let 
the agency do it and pay them for 
it. . 


= Out of his merger, Dowd expects 
to get: 

1. The art and fashion service 
which New York has to offer. 

2. A Boston-New York axis to 
turn on, to offer regional clients 
service along the Atlantic Sea- 
board. ; 

3. The experience of the agencies 
he acquired (after 18 months of 
diligent shopping). This includes 
Edmund F. Johnstone, generally 
acknowledged to be one of the best 
drug men in the advertising busi- 
ness, The acquisition of Plough and 
Pepsinic Seltzer is significant. 

Finally, Dowd comes back to the 
radio and TV hub. He plans to di- 
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vide his time between New York 
and Boston (where the Dowd 
agency’s operation will be inte- 
grated but independent of DR&J). 

Dowd was one of radio’s early 
birds: He sponsored the Tasty 
Yeast Jesters in 1931, and hired 
(after listening to a _ well-oiled 
audition in a Buffalo speakeasy) 
two fledgling announcers, F. Chase 
Taylor and Bud Hulick, better 
known as the late Col. Stoopnagle 
& Budd. Within six months they 
were riding a 65-station CBS net- 
work and headlining the show at 
New York’s Paramount. 


Wholesale, Retail 
Sales in 1948 Told 
in Census Report 


WASHINGTON, July 6—Five states 
—New York, Illinois, California, 
Pennsylvania and Ohio—accounted 
for 40% of the nation’s $185 bil- 
lion wholesale trade in 1948, ac- 
cording to a summary of the Cen- 
sus of Business issued today. In 
1939, when wholesale trade totaled 
$55 billion, their share had been 
53%. 

On the basis of sales volume, the 
five states held the same relative 
rank as in 1939, with New York 
alone accounting for 23% of the 
nation’s total. 

Earlier, the Census Bureau had 
reported that seven states—New 
York, California, Pennsylvania, 
Illinois, Ohio, Texas and Massa- 
chusetts—did 47% of the nation’s 
$893 billion retail trade in 1948. 
New York had 11.2% of all retail 
trade. 


s Wholesale trade totals for the 
top states were: 

New York, $41,764,878,000 (up 
189% ) ; Illinois, $18,002,904,000 (up 
262%); California, $13,165,297,000 
(up 247%); Pennsylvania, $10,- 
750,483,000 (up 224%), and Ohio, 
$9,396,849,000 (up 260%). 

Other states with over $5 bil- 
lion were Texas, Missouri, Mich- 
igan and Massachusetts. 

States showing the largest rela- 
tive increases in wholesale sales 
(over 300%) were South Dakota, 
North Dakota, Kansas, Montana, 
Oregon, Arizona, Nebraska, Iowa, 
Tennessee and Idaho. 

In its report on retail sales 
changes, the Census Bureau said 
increases were reported from all 
parts of the country, with the larg- 
est percentage gains in the south- 
ern Pacific states. 


a The west south central states 
led with an increase of 252%, fol- 
lowed by east south central states 
(248%), Pacific states (246%), 
and south Atlantic states (238%). 
Individual states with the largest 
relative gains were Arizona 
(307%), North Dakota (289%), 
Florida (282%), New Mexico 
(280%), Alabama (276%), South 
Dakota (267%), Arkansas (263%) 
and Oregon (261%). 

Retail sales leaders were: New 
York, $14,642,524,000 (up 162.5%); 
California $11,047,276,000 (up 
246.5%); Pennsylvania $9,033,161,- 
000 (up 188.3%); Illinois $8,799,- 
598,000 (up 207.9%); Ohio $7,378,- 
703,000 (up 202.2%); Texas $6,- 
331,786,000 (up 262.1%), and Mass- 
achusetts $4,290,691,000 (up 
146.9%). 


P&G Signs Beulah TV Show 

Procter & Gamble, through Dan- 
cer-Fitzgerald-Sample, has pur- 
chased the television version of the 
“Beulah Show” for Dreft and Ox- 
ydol. The TV Beulah will be sched- 
uled as a half-hour weekly tele- 
east over the ABC-TV network be- 
ginning in the middle of October. 
The series is being filmed this 
month in New York. 


Pickens to Radio Features 
Arthur E. Pickens Jr., formerly 
television director of Malcolm- 
Howard Advertising Agency, has 
been appointed program director 
of Radio Features Inc., Chicago. 
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Acme Telectronix Offers 
News TV Spot Package 

Latest news, spot pictures and 
sponsor’s message are now of- 
fered to stations, advertising agen- 
cies and sponsors in the new pro- 
gram service of Acme Telectronix 
division of NEA Service Inc., 
Cleveland. The service is called 
Acme’s “Hot Spot” service. 

The new spot programs are 
available every hour on the hour 


in any Acme bureau city. These 
news spots are delivered complete 
with commercial, plus the latest 
photos, to arrive on the Telephoto 
network just prior to going on the 
air. é 
Pertex Appoints Feltes 

Perfex color process, a division 
of Perfex Corp., Milwaukee, maker 
of automatic temperature controls, 
has appointed Carl Feltes as Mil- 
waukee sales representative. 


GREATER DAKOTA STABILITY 
Through the Development of the | 


_ MISSOURI tl RIVER VALLEY 


Continued ; 
progress through: 


IRRIGATION 


The amount of irrigable land in 
DAKOTA will be doubled. In- 
creased productivity will add 
millions of dollars of — to 
already rich DAKOTA 


DAKOTANS have long been pioneers in the development of 
advanced farming methods. Soil conservation has been, and is, 
the accepted farming practice in DAKOTA. Through ad- 
vanced methods, farmers of DAKOTA continue, year after 
reA year, to enhance their reputation as a progressive people. 


we LM dalah Ake Miebatbnae Since 1881, THE DAKOTA FARMER has 


played a major role in the growth and development of DAKOTA 

- @ service that has made THE DAKOTA FARMER the preferred 
Cam periodical of DAKOTA. Over 100,000 farm families—70% 
of all farmers in DAKOTA today are responsive subscribers. 


Top Salesman in this Rich, Billion Dollar Farm Empire! 


si ANU HATANY al 


With DAKOTA as the 
nucleus, development of 
the Missouri River Val- 
ley will assure fo future 
progress of this alread 
rich farm empire for all 
time, 


New power line networks will 
make economical power available 
to thousands of farms and com- 
munities. Through t this, DAKOTA 
will reach a new peak in farm and 
home modernization. 


ta 50. DAKOTA 2 


five times as effective 


creased sales 14.6%. 


do for you. 


1 
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ARTKRAFT DEALER SIGNS 
have done for others, they 
CAN DO FOR YOU!” 


Actual audited research has proven, and America's leading merchandisers have 
learned from experience, that Artkraft* Dealer Signs make national advertising 


because 
more than five times as many know where to buy the advertised product. 
IN TERMS OF ACTUAL SALES 
# actual audited research again proves that Artkraft* Dealer Signs in- 


Remember, what Artkraft* Dealer Signs have done for others, they can 


“What 


1133 E. Kibby St. 


” SIGN COMPANY 


Division of Artkraft* Manufacturing Corp. 
Please send, without obligation, details on Artkraft* signs. 
( ) We are interested in a quantity of outdoor neon dealer signs. 
( ) We are interested in a quantity of Porcel-M-Bos'd store front signs. 
( ) Please send instructions on how to set up a successful dealer sign program. 
DEE: nis's ern.0 6 4.9.49. 00.GRSs 44 bo 69S Fane Utd KMEbe SRE MDS Op cic Sb ROME EER S 63 Gobo 


QUALITY PRODUCTS FOR OVER A QUARTER CEI CENTURY 


Lima, Ohio 


ark Reg. U.S. Pat. Off. 


39 Newspapers to Carry Big Inserts 
July 16 on New RCA Victor TV Sets 


(Continued from,Page 1) 
St. Louis Post-Dispatch, will not 
use the RCA editorial matter. 


s RCA’s proposed editorial mat- 
ter includes six articles pointing 
up the theme, “Four Years of 
Postwar Television in America.” 
Among the articles are “Televi- 
sion’s Impact on Society,” written 


|; by Paul F. Douglass, president of 


American University, Washington; 
35,000,000 Rooters,” a piece on 


[|/sports and TV by Frank Leahy, 
;| director of athletics at Notre Dame, 


and “A Better Informed America,” 
by John Cameron Swazey, NBC 
newscaster. 

Among the 39 papers scheduled 
to carry the supplements, 14 will 
publish the 16-page section and 
23 will carry the 12-page section. 
Two other papers, the Detroit 
News and Detroit Free Press, will 
run special 10-page and 8-page 
supplements, respectively. 

Papers printing 16-page sec- 
tions include the New York Times, 
Chicago Herald-American, Pitts- 
burgh Press, Washington Times- 
Herald, St. Louis Post-Dispatch, 
Fort Worth Star-Telegram, Balti- 
more Sunday American, Memphis 
Commercial Appeal, Syracuse Her- 
ald-American and Dallas News. 


m Papers carrying 12-page sec- 
tions include the Los Angeles Ex- 
aminer and Times, San Francisco 
Examiner, Cincinnati Enquirer, 
Seattle Times, New Orleans Times- 
Picayune, Buffalo Courier-Express, 
Columbus Dispatch, Houston Post, 
Hartford Courant and Atlanta 
Journal, 

RCA said that in all TV areas 
where special sections are not pub- 
lished, its distributors will an- 
nounce the new line in double- 
truck or full-page newspaper ads. 
Similar announcements are to be 
made in newspapers not publishing 
the special supplement. 

The special supplement method 
of publicizing the RCA Victor line, 
it was learned, was originated last 
month by Bruno-New York Inc., 
distributor, and RCA Victor. The 
plan represents a complete change 
of advertising policy for both com- 
panies. Heretofore, RCA Victor 
policy has been to allow its dis- 
tributors a certain length of time 
in which to exhibit a new line. 
Under the newly adopted plan, 
distributors will unveil the new 
line across the nation during the 
week of July 16. 


e Bruno-New York expects to 
publish 1,000,000 reprints of the 
16-page supplement appearing in 
the Times and distribute them to 


500 dealers for use as catalogs. 
The Times-published supplement 
will contain 16 pages of advertis- 
ing with no editorial content. 
Bruno also will run a full-page 
ad in the main news section of the 
Times July 16 referring to the sup- 
plement. 

James M. Toney, advertising 
manager of the RCA Victor home 
instrument department, said the 
national newspaper phase of the 
campaign “will set a new prece- 
dent in the advertising world.” He 
said it will mark “the first t'me a 
single manufacturer has employed 
complete newspaper sections si- 
multaneously in various markets 
for a single line of products.” 


a Mr. Toney added that the heav- 
iest schedule of national magazine 
advertising RCA Victor has ever 
undertaken will be used to follow 
up the kick-off campaign. He said 
this would include full-page b&w 
insertions in Collier’s, Coronet, 
House Beautiful, Life, The Satur- 
day Evening Post and other na- 
tional consumer magazines which 
he did not name. 

He said the campaign will also 
make use of outdoor, point of sale 
displays and novelty promotions. 
The latter will include “MP” (Mil- 
lion Proof) buttons to be worn 
by dealers and salesmen, and car- 
toon “flipper” books to be distrib- 
uted on the streets, in schools, at 
civic club luncheons and the like. 

“RCA Victor’s new, feature- 
packed TV line, consisting of 18 
models with 12%”, 16” and 19” 
picture tube sizes, will be present- 
ed as the Million Proof line, dram- 
atizing the company’s position as 
the leader in TV set sales and the 
fact that more than _ 1,000,000 
American homes are now equipped 
with RCA Victor television re- 
ceivers,” Mr. Toney explained. 


a “The slogan,” he continued, 
“will be ‘RCA Victor Television 
is Million Proof,’ and this theme 
will be carried out in advertising 
mats for dealer use, car cards, 
streamers, sandwich signs, mail- 
ing pieces, wall charts, manuals 
and neon signs, as well as in the 
media already mentioned. 

“No other manufacturer can 
even come close to our record of 
1,000,000 sets in 1,000,000 homes. 
We consider this the most substan- 
tial and convincing endorsement of 
RCA Victor quality we could pos- 
sibly have, and we intend to see 
that all prospective TV buyers 
know about it. 

“The Million Proof campaign is 
several times larger and more di- 
versified than any in RCA Victor 
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history. No other single advertis-. 
ing investment could equal the 
effectiveness of our schedule of 
special newspaper sections as ap 


aid to dealers in introducing the 


new line.” 


s Mr. Toney said the ad drive ig 
being launched in midsummer in- 
stead of the fall because RCA be. 
lieves the TV industry “is now en- 
tering a period of intensive com. 
petition in which consumer recog~ 
nition and understanding of per- 
formance advantages, engineering 
and styling features and over-all] 
dollar values will determine the 
leadership of the future.” 

The 18 new RCA models range 
from 12%” table set that is to sel] 
for $159.95 to a 19” combination 
set to sell at $695. While the line 
includes RCA’s first 19” receivers, 
promotion emphasis will be on the 
16” sets, which represent 11 of the 
18 new models and about 70% of 
the scheduled production. 

Meanwhile, in Charlotte, N. C,, 
Joseph B. Elliott, vice-president in 
charge of RCA Victor consumer 
products, told dealers attending a 
showing of the new line that all 
RCA TV plants will begin peak- 
capacity operation about July 17, 

“If normal business conditions 
continue to prevail, all six of the 
RCA Victor home instrument de- 
partment plants will be kept going 
at production capacity throughout 
the remainder of 1950,” he said. 
“We're trying to prevent a shortage 
of RCA Victor television receivers 
such as the one that occurred dur- 
ing 1949-50, when we set the pres- 
ent production record.” 


= He went on to say that the in- 
creased production rate “is pred- 
icated on the soundest of business 
principles,” and cited the follow- 
ing as the basis of his company’s 
production plans: 

1. Long and careful study of 
consumer preferences and buying 
trends. 

2. Expansion of the TV market, 
resulting from new, lower prices. 

3. Rising popularity of the larger 
picture-tube sizes, especially the 
16”, for both original and replace- 
ment purchases. 

4. Incorporation of new “dis- 
cernible quality” features in the 
receivers. 

5. A “dynamic supporting pro- 
gram of advertising, promotion, 
sales training and retailer identi- 
fication.” 

6. Strengthened buying as a re- 
sult of the extension of the TV 
network into new areas. 


THE — SHOP, ine. 
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j Along the Media Path 


@ Westinghouse Station KYW, 
Philadelphia, received 65,300 pieces 
of mail during the first four months 
of this year. After completing 
some fast calculating, the station 
decided to run trade publication 
ads boasting that a listener writes 
KYW every two-thirds minute, on 
the average. 


e On the theory that it takes more 
than admonitions to “be careful” 
in order to eliminate accident and 
fire hazards, Station WTIC, Hart- 
ford, has launched a farm and 
home safety contest. 

Prizes valued at more than $1,- 
000 will be awarded to contest- 
ants who have eliminated some ac- 
cident or fire hazard in the past 
year—and who write a letter tell- 
ing WTIC all about it. But bright 
ideas are not enough. The work 
must have been done, and the sta- 
tion reserves the right to make in- 
spections. 


e Approximately 750 drug stores, 
300 jewelry stores, 150 depart- 
ment stores and 600 men’s wear 
stores have signed to tie in with 
Esquire’s “back-to-campus” issue 
this fall. They will use window 
display material, in-store displays, 
direct mail and newspaper ads. 


e People who buy automobiles 
also buy food, sports equipment, 
home furnishings, and clothing, the 
New York Mirror emphasizes in 
a new promotion folder. Included 
is a partial list of national adver- 
tisers and data on linage gains 
made by the Mirror in various ad- 
vertising classifications. 


e Beginning in August, readers of 
Flower Grower will be able to pur- 
chase books on gardening through 
the magazine’s new book depart- 
ment. The magazine now is mak- 
ing arrangements with publishing 
houses to supply its readers with 
volumes they desire. 


e Coney Island now has its own 
savings bank. To celebrate the 
bank opening, the Brooklyn Week- 
ly (13 years old with a circulation 
of 30,000) used an extra color for 
the first time. The paper also car- 
ried 2,120 extra lines of display 
advertising welcoming the new 
branch of the Dime Savings Bank 


of Brooklyn. 


e For 13 years, the Daily Gazette, 
Janesville, Wis., has published an 
annual edition, “The Land of 
Blackhawk,” devoted to the “play- 
ground that offers everything.” The 
13th edition, issued June 12, 1950, 
reached a new peak in the amount 
of resort linage carried. 


e@ One-third of the engineers listed 
in “Who’s Who in Engineering” 
hold positions in manufacturing. 
More than 20% are in government 
or education, and 13% are in the 
transportation, communication and; 
public utility industries. This data, 
and similar information on their 
titles and positions, size of com- 
panies which they manage, etc., is 
contained in Time’s new research 
report on “America’s Top Engin- 
eers.”’ 


e@ The American Weekly’s Los An- 
geles office has moved from a me- 
tropolitan office building to a 
ground floor store in the Wilshire 
Blvd. shopping district, near Bul- 
lock’s, and across the street from 
the Town House. The store win- 
dows are used to tell the story of 
American Weekly advertisers and 
their products. But Los Angeles 
Manager Franklin S. Allen warns 
that just because the office “is now 
located on an exclusive shopping 
street, don’t think for a minute 
that The American Weekly has 
gone high-hat.” 


@ On Thursday, June 20, the Grand 
Rapids Press christened its new 
color equipment with a full page 
announcing the availability of 
black and one color. And, after 
six months of experimental work, 
the Buffalo Courier-Express has 
opened its columns to color adver- 
tising. The paper can carry black 
and one color on Sundays and 
black and three colors on week- 
days. 


e Hundreds of agencies through- 
out the country and several hun- 
dred advertisers in the Northwest 
have received from Pacific North- 
west Broadcasters, Spokane, Wash., 
new material about the “effective- 
ness of the XL stations in deliver- 
ing store traffic.”” The mailing in- 
cludes a summary report of 14 


‘Ee 


every production job with 
Faithorn 3-in-1 service. Finest Typog- 
raphy—master Platemaking and Printing—all 
centered in one convenient place for expert, 
co-ordinated all-inclusive production. Try 
Faithorn 3-in-] production service—and know 
why so many busy advertising executives find 
it an always ready, always steady life line. 
Write—or telephone WHitehall 4-2300. 
FPAITHORN is the ONLY concern in Chicago 


that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


You save 
precious hours on 


studies by Advertising Research 
Bureau Inc., Seattle, concerning 
relative effectiveness of radio and 
newspapers in creating store traf- 
fic. Pacific Northwest represents 
KXL, Portland; KXLY, Spokane; 
KXLE, Ellensburg, Wash.; KXLF, 
Butte, Mont.; KXLL, Missoula, 
Mont.; KXLJ, Helena, Mont.; 
KXLK, Great Falls, Mont., and 
KXLQ, Bozeman, Mont. 


Sales Up in Food Chains, 
But Drug Sales Slip 

May was a good month for the 
food chains, with sales up an aver- 
age 4.5%, highest gain in 16 
months, but not so good for the 
drug chains, which saw sales slip 
1.7% as compared with May, 1949. 

Chain Store Age, which com- 
iled the figures, said food chains 
n three of eight regions showed 
their best sales gains in over a 
year. The west central region was 
up 7.3% and both the east central 
and mountain regions recorded 
4.9% increases. 


McKay Appoints Three 
Fred A. Kaufman, sales manager 
of the arc welding electrode divi- 


sion of the McKay.Co., Pittsburgh, 
maker of commercial and indus- 
trial chains, arc welding electrodes 
and chemical products, has been 
appointed general sales manager 
of the company. He also will re- 
tain his former duties. Mr. Kauf- 
man succeeds Fred C. Smith, who 
has been named special assistant 
to the president, J. C. McKay. 
E. H. McGraw, New England sales 
representative, has been appointed 
eastern district sales manager with 
headquarters in New York. 


Arnold Signs Robert Lewis 


Robert Q. Lewis will star in 
Arnold Bakers’ TV show, replac- 
ing Faye Emerson, starting July 
16 over CBS-TV. Benton & Bowles 
is the agency. 
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Trol for Women Makes Bow 
Odell Co., Newark, has begun 
initial distribution to beauty shops 
of its first Trol hair control prepa- 
ration for women. The product, 
appearing in a new display fold- 
ing carton designed by George 
Reiner, New York, has been tested 
in the Newark area. According to 
Lawrence C. Gumbinner Adver- 
tising Agency, New York, no fall 
advertising is planned for Trol. 


Wood Names Ettinger Agency 

A. R. Wood Mfg. Co., Luverne, 
Minn., has named Chester A. Et- 
tinger, Cedar Rapids, Ia., agency, 
to direct the advertising for Air-O- 
Matic, automatic ventilator. Point 
of sale aids will be used in con- 
junction with a national campaign. 


FOR FACTS 


The DIRECT SELLING LEGION - 50,000 STRONG! 


Greatest Single Orpanized Force in a 


“MULTI-BILLION-DOLLAR MARKET » Founded and Sponsored by 


SPECIALTY SALESMAN MAGAZINE 


LF 


| GENERAL OFF 7N Michi P 743 
eR eo comgmet gerade hetero ers satan catia 


EAST--70 toast. 45th New York 17, N.Y, Phone Murr 
WEST-—510 § Broadway, Los Angeles. Cal, Phone Vandike § 


it pays to use 4 
both hands 


in big St. Louis 
that means 


To get the “milk ‘n money” 
In Big St. Louis 


(America’s 8th largest market). 


A firm “two-handed-grip” on 
Sales opportunities 

Calls for substantial schedules 
In the St. Louis Star-Times. 


More than 180,000 responsive 
Star-Times reader families 
Give you the essential 


LOW COST PULLING POWER! 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 
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Campaigns, Ad 
Programs Get 
Awards at NIAA 


Los ANGELEs, July 3—At the 
opening luncheon of the National 
Industrial Advertisers Assn. con- 
vention here Thursday, Nelson 
Bond, vice-president and director 
of advertising of McGraw-Hill 
Publishing Co., presented the 
$1,000 McGraw-Hill Award for 
outstanding chapter cooperative 


NIAA Convention 


achievement to the Pittsburgh In- 
dustrial Advertising Council. It 
was given, Mr. Bond said, for the 
chapter’s highly successful indus- 
trial advertising exposition aimed 


ea ae 


at selling top management on the 
value of industrial advertising. 

On recommendation of NIAA, a 
second-place award of $500 was 
given for the first time this year. 
It went to the Cincinnati Industrial 
Advertising Council for a “down- 
to-earth full-day business program 
which was a virtual condensation 
of a national NIAA meeting.” 


w Forty-three awards for winning 
advertising campaigns in the an- 
nual panel competition were pre- 
sented by Eric Smith of Burroughs 
Inc., direct mail advertising com- 
pany here. Winners and their 


agencies were: 

Class 1. Textile Mills Products: Nylon 
division E. I. Du Pont de Nemours & Co., 
New York (Batten, Barton, Durstine & 
Osborn). 

Class 2. No award. . 

Class 3. Furniture and Fixtures: Bas- 
tian-Blessing Co., Chicago (Buchen Co.). 

Class 4. Paper and Allied Products: 
Strathmore Paper Co., West Springfield, 
Mass. (Abbott Kimball Co., New York). 

Class 5. Printing, Publishing and Allied 
Industries: Edward Stern & Co., Philadel- 
phia (Lavenson Bureau of Advertising). 
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ON THE WAY—Chicagoans on the special 
convention train bound for the National 
Industrial Advertisers meeting in Los An- 
geles are Henry Tymick, Buchen Co., pres- 
ident of the Chicago chapter; David R. 
Watson, Modern Railroads; and Emil 
Stanley, Traffic Service Corp. 
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New York Hooperatings for May-June 


RADIO 


Sponsored Network Programs, Random Home Base 


Jack Benny (Lucky Strike, CBS) ......... is Se UC aek nade eh bos ie es oes settee 8o 
Walter Winchell (Richard Hudnut, ABC) ... 10.9/| Mr. Keen (Whitehall, CBS) ............. 71 
 _. f{ ore 9.8 | The Goldbergs (Sanka, CBS)~............ 68 
Bing Crosby (Chesterfield, CBS) ......... 9.3 | Gangbusters (General Foods, CBS) ....... 63 
Godfrey's Talent Scouts (Lipton, CBS) .... 8&9 


‘ 


Take It or Leave It (Eversharp, NBC) .... 6% 
61 


Groucho Marx (DeSoto-Plymouth, CBS) .... 8.5 | Ozzie & Harriet (Heinz, ABC) ........... 
Louella Parsons (Jergens, ABC) .......... 8.1 | Big Story (Pall Mall, NBC) ............ 61 
Hollywood Star Playhouse (Bromo-Seltzer, Mr. District Attorney (Bristol-Myers, NBC) . 6] 
TELEVISION 
Sponsored Network Programs, TV Home Base 

Texaco Star Theater (NBC) ............. 62.6 | Break the Bank (Bristol-Myers, NBC) ..... 264 
Godfrey's Talent Scouts (Lipton, CBS) .... 46.2 | Suspense (Auto-Lite, CBS) ............. 246 
Toast of the Town (Lincoln-Mercury, CBS) . 40.8| Studio One (Westinghouse, CBS) ........ 234 
Lights Out (Admiral, NBC )............. 34.9 | The Goldbergs (Sanka, CBS) ............. 229 
Godfrey & His Friends (Chesterfield, CBS) . 31.5) Alan Young (Esso, CBS) ............... 228 
Philco TV Playhouse (NBC) ............ 29.2 | Saturday Night Revue (several sponsors, NBC) 225 
Fireside Theater (P&G, NBC) ........... 28.7 | Robert Montgomery (Lucky Strike, NBC) .. 214 
Sey WE WEE 69.036 bec0ness cave 27 


no longer be released. 


Class 6. Chemicals and Allied Products: 
Lederle Laboratories division of American 
Cyanamid Co., New York (Sadler & Hen- 
nessey). 

Class 7. Products of Petroleum and 
Coal: Standard Oil of California, San 
Francisco (Batten, Barton, Durstine & Os- 
born). 

Class 8. Rubber Products: American 
Hard Rubber Co., New York (W. L. 
Towne Advertising). 

Class 9. No award. 

Class 10. Stone, Clay and Glass Pro- 
ducts: Norton Co., Worcester, O. (John 
W. Odlin Co.). 


Class 11. Primary Metal Industries: 
Carnegie-Illinois Steel Corp., Pittsburgh 
(Batten, Barton, Durstine & Osborn). 


Class 12. Fabricated Metal Products: 
Timken Roller Bearing Co., Canton, O. 
(Batten, Barton, Durstine & Osborn). 


Class 13. Machinery: Allis-Chalmers 
Mfg. Co., Milwaukee (Compton Adver- 
tising). 


Class 14. Electrical Machinery, Equip- 
ment & Supplies: (Burndy Engineering 
Co., New York (Ben Sackheim Inc.). 

Class 15. Construction Machinery: R. G. 
LeTourneau Inc., Peoria, Ill. (Andrews 
Agency). 

Class 16. Professional, Scientific, and 
Controlling Instruments: Bausch & Lomb 
Optical Co., Rochester (Ed Wolff & As- 
sociates). 

Class 17. Miscellaneous Manufacturing 
Industries: Rohm & Haas Co., Philadel- 
phia (John Falkner Arndt & Co.). 

Class 18. Non-Manufacturing: Sweet's 
Catalog Service, New York (Fuller & 
Smith & Ross). 


a At the luncheon session Friday 
Col. Russell L. Putman, president 
of Putman Publishing Co., an- 
nounced Raymond P. Wiggers, ad- 
vertising manager of Frank G. 
Hough Co., Libertyville, Ill., as 
winner of the $1,000 Putman In- 
dividual Achievement Award. A 
$500 prize went to Ervin R. 
Abramson, Milwaukee, the com- 
pany’s agency. Second place and 
$500 went to Theodore Marvin, di- 
rector of advertising, Hercules 
Powder Co., Wilmington, Del. 
Agency for Hercules is Fuller & 
Smith & Ross, New York. Third- 
place recognition went to Peabody 
Engineering Corp., New York, and 
its agency, Richard D. LaFond Ad- 
vertising. 

In making the presentations, Col. 
Putman asserted the need to sell top 
management on what industrial 
advertising has to offer in the way 
of an effective sales tool. He said 
the Putman award was inaugu- 
rated to produce tangible proof of 


the superiority and high efficiency 
and economy of industrial adver- 
tising. 

After the luncheon, the conven- 
tion saw the first showing of the 
film, “The Radar of Selling,” co- 
sponsored by Putman Publishing 
Co. and NIAA. The film was a 
dramatic presentation showing 
how selected entries of the past 
two years have demonstrated that 
industrial advertising can reach 
these objectives. 


a The presentation of the annual 
Industrial Marketing Editorial 
Achievement Awards was made by 


'W. A. Marsteller, vice-president 


of Rockwell Mfg. Co., Pittsburgh 
(AA, July 3). 

In his introductory remarks, Mr. 
Marsteller said these turbulent 
times offer great opportunity for 
editorial leadership, which is im- 
portant, because never has there 
been such need for strong business 
papers. From an advertiser’s view- 
point, he said, no media is any 
good unless readership, usefulness 
and advertising response are pres- 
ent. 


Pres-A-Lite Maps Drive 


A nationwide newspaper and 
magazine ad campaign is being 
planned for Pres-A-Lite, the auto- 
matic dispenser which “hands you 
a lighted ready-to-smoke cigaret 
while you drive,” according to Si- 
mon A. Halpern, newly elected 
president of Pres-A-Lite Sales 
Corp., New York. Between 12 and 
14 national magazines will be used, 
as will newspapers in every major 
city. Space will range from 300 
lines to a full b&w page. Trade 
publications will feature Pres-A- 
Lite as a premium. The campaign 
will break in the latter part of Oc- 
tober and carry through the 
Christmas season. L. H. Hartman 
Co., New York, is the agency. 


Albertson to Snellenburg 

Helen Albertson, formerly fash- 
ion editor of the now discontinued 
Philadelphia Record, has been 
named special events director of 
N. Snellenburg & Co., Philadelphia, 
in charge of store publicity and 
television. 


Chicago, Wall Street 
‘Journals’ Carrying 
Scott Radio Series 


Cuicaco, July 7—In order to g 
national and regional coverage o 
the income bracket that represents 
its major market, Scott Radio Lab- 
oratories Inc. is putting a con- 
siderable portion of its ad budget 
into the Chicago Journal of Com- 
merce and Wall Street Journal. 

The theory is that the quality 
radio-phonograph is usually bought 
by the man of the house. Accord- 
ing to John S. Meck, president of 
Scott, these two financial publica- 
tions represent the most concen- 
trated group of prospects that can 
be reached with the budget avail- 
able. 

Handled by LeVally Inc., the 
series of 110-line ads carry such 
headlines as “The Scott belongs in 
homes of distinction.” Besides the 
business man, the ads also reach 
leaders in the financial world, sup- 
pliers in the electronics industry, 
and Scott dealers. 


Pascal Appoints Kime 

John L. Kime, formerly wit 
Cutter Laboratories, Berkley, Cal. 
and most recently with Wank & 
Wank, San Francisco, Cutter’ 
agency, has been named adver 
tising and sales manager of Pascal 
Co., Seattle, maker of Breath-easy 
for asthma. 


Nesco Appoints Devereaux 
Donald J. Devereaux has re- 
signed as sales manager of the 
Kalamazoo Stove & Furnace Co, 
to become general manager of the 
stove division of Nesco Inc., Mil- 


waukee, a newly created position, 
1338 
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Hooper Accepts 
KJBS Challenge 
lo Ratings Test 


New York, July 7—C. E. Hooper 
this week wired his acceptance of 
the challenge of KJBS, San Fran- 
cisco, for an impartial test of the 
validity of Hooperatings versus 
Pulse ratings in the San Francisco- 
Oakland area. 

KJBS proposes a house-to-house 
coincidental survey, scheduled to 
coincide with the regular inter- 
viewing of C. E. Hooper Inc. and 
Pulse Inc. in August. 

Specifically, the station proposed 
“that a reliable research company 
other than C. E. Hooper Inc. and 
The Pulse Inc., but acceptable to 
both, be retained to conduct a 
large scale house-to-house coinci- 
dental survey in San Francisco- 
Oakland during August, using an 
accepted random or probability 
method of obtaining the sample... 

“That all parties concerned 
either agree in advance that this 
house-to-house coincidental rep- 
resents the truest picture obtain- 
able, or introduce all relevant 
qualifications in writing in ad- 
vance, so that there will be no 
questions or arguments afterwards 
regarding the sample, method, 
company engaged, etc. In other 
words, if this third survey agrees 
with Hooper, then Hooper is right 
and Pulse is wrong. If it agrees 
with Pulse, then Pulse is right and 
Hooper is wrong. If it agrees with 
neither, then both Hooper and 
Pulse are wrong.” 


= Hooper and Pulse were asked to 
share the costs of the study. 

Dr. Sydney Roslow, head of 
Pulse, was on vacation in the 
South, and had not been reached 
by his New York office as AA went 
to press. 

Mr. Hooper’s acceptance in- 
cluded the qualification: 

“We accept all conditions subject 
to approval of cost except that an 
adjustment be made to compensate 
for apparent differences in ‘avail- 
able audience’ as obtained by the 
personal coincidental compared 
with the telephone coincidental. 
You see, householders are more 


‘} prone to answer telephones than 


doorbells, causing telephone coin- 
cidental to be more accurate than 
personal coincidental regarding 
‘available audience.’ ” 


Hoffman Radio Corp. 
to Telecast Football 


along Pacific Coast 


Los ANGELES, July 6—Hoffman 
Radio Corp. has reached agreement 
with the Pacific Coast Conference 
to telecast all home football games 
of the University of Southern Cal- 
ifornia, University of California at 
Los Angeles, Stanford University, 
University of California, and 
Washington University this fall. 

The agreement now needs only 
the expected formal approval of 
conference faculty representatives. 
The plan accepted by the confer- 
ence was submitted by John Par- 
sons, sales promotion manager of 
Hoffman, and Frank King, sales 
Manager, KTTV, Los Angeles, 
which will telecast the games in 
Southern California. 

It calls for Hoffman to guarantee 
minimum gates for the 30 games 
involved, with the minimum gate 
figure being based on the box 
office average of the colleges over 
the past 10 years. Hoffman will get 
some protection in form of a max- 
imum percentage loss figure, but 
it has been unofficially estimated 
the telecast rights can cost as much 
as $350,000. 
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9998 Marden Ave, Catvor Carp, Cat. 


*‘WHO-ZOO’—The Frog (he jumps from 

brand to brand), one of a “Who-Zoo in 

TV” series appearing in Retailing for 

Kaye-Halbert Corp., Culver City, Cal., 

is reminiscent of Muntz TV’s series of 

neurotic character illustrations (AA, June 
12). 


Senators Urged to 
Step Up Information 


Activities Overseas 


WASHINGTON, July 6—Members 
of the Senate foreign relations 
committee heard several prominent 
speakers voice approval today of 
legislation designed to step up U. 
S. information activities overseas. 

Jere Patterson of Life Interna- 
tional, chairman of the Export Ad- 
vertising Assn. international over- 
seas committee, called for estab- 
lishment of a non-governmental 
agency “to implement constructive 
overseas programs along total di- 
plomacy lines in the advertising 
and public relations sphere.” 

He proposed that a $10,000,000 
fund be raised by professional fund 
raisers from advertising clubs, ex- 
port managers, chambers of com- 
merce, labor and other groups to 
start the non-governmental drive. 


a On the basis of a $10,000,000 
fund, Patterson indicated about 
$4,000,000 should be earmarked for 
newspapers; $1,500,000 for short- 
wave and medium-wave radio; 
$500,000 each for export maga- 
zines, outdoor, movies, and printed 
material; $300,000 for public rela- 
tions; $2,200,000 for “expansion of 
certain activities” and administra- 
tive expense. 

Part of the fund would come 
from a “grass roots” campaign, 
Patterson said. Other parts might 
come from contributions by Amer- 
ican companies from frozen cur- 
rencies held abroad by the use 
of a portion of ECA counter-funds, 
and perhaps by a contribution from 
the State Department’s informa- 
tion fund. 

Patterson joined with Gen. 
Dwight Eisenhower, Gen. George 
Marshall and Secretary of State 
Dean Acheson in urging approval 
of Sen. William Benton’s (D., 
Conn.) proposed legislation calling 
for a “Marshall Plan of Ideas” to 
rally other nations to resist com- 
munism. . 

Senators also heard David Sarn- 
off, chairman of Radio Corp. of 
America, call for a “worldwide 
network” of powerful radio sta- 
tions to pump information into 
Russia and other iron curtain 
countries. Estimating the stations 
would cost $200,000,000, he said 
“this is no more than the price 
of two modern battleships.” 


Durene Goes to McCann 
Durene Association of America, 
New York, has appointed McCann- 
Erickson, New York, to handle 
advertising for its program of 
quality control and promotion for 
nine member manufacturers of 
Durene mercerized cotton: Smith, 
Smalley & Tester previously han- 
dled the “less than $500,000” ac- 
count, for which 48 agencies con- 
tested over a three-month period. 


Names Walter Power V. P. 

MacFarland, Aveyard & Co., Chi- 
cago, has appointed Walter C. 
Power, formerly a copywriter, as 
a vice-president of the agency. 


‘Last Minute News Flashes 


Ronson Names Stein Assistant Ad Director 


NeEwarRK, July 7—Herbert M. Stein, formerly promotion assistant 
for sales, has been named assistant advertising director of the Ronson 
Art Metal Works Inc. here. Prior to joining Ronson in October, 1949, 
Mr. Stein was with McKesson & Robbins and Sylvania Electric Corp. 
As assistant advertising director he succeeds Howard Lane, now ad- 
vertising manager of the Benrus Watch Co., New York. 


Y&R Names Freese to Head TV Commercials 

New York, July 7—John Freese has been named technical director 
for TV commercials at Young & Rubicam. With the agency since i248, 
he will continue as head of motion picture production. 


Cecil & Presbrey Appoints Beresford 


New York, July 7—Cecil & Presbrey has appointed John P. Beres- 
ford, previously institutional sales manager of Taylor-Reed Corp. and 
before that merchandising manager of Centaur-Caldwell division of 
Sterling Drug, as an account executive. 


Ad Plans for Foto-Disc Camera Held Up 


New York, July 7—After’testing its new Foto-Disc camera with 
1,500-line ads in Peoria, Ill., the American Safety Razor Corp. will 
hold off at least 90 days before announcing national advertising plans 
for “the greatest camera invention in 35 years.” Officials said it would 
take at least that long to evaluate the repeat sale cycle on the film 
disc, which attaches to camera. The discs hold eight 2%4x3%4” pictures 
and cost $1, including developing and printing. McCann-Erickson is 
the agency. 


West Coast to Get Consumers Union Reports 

New York, July 7—Consumers Union of the United States will 
spread newsstand circulation of its monthly reports to the West Coast 
in September and October to effect national distribution. On metro- 
politan New York newsstands for the past two years, it is now dis- 
tributed as far west as Colorado. 


Cappel, MacDonald Names Korman and Wayman 

Dayton, July 7—Cappel, MacDonald & Co., sales incentive com- 
pany, has appointed Howard Korman, previously an account executive 
with Biow Co., and onetime v. p. in charge of merchandising for Mc- 
Cann-Erickson, as director of creative planning. The company also has 
named E. L. Wayman Jr., formerly vice-president of Reeves Ely lab- 
oratories, as a member of the executive staff. 


Ad Council to Present TV Allocation Plan 


New York, July 7—The Advertising Council will reportedly an- 
nounce a television allocation plan July 11. Details of the TV pool, 
similar to that operated in radio, will be disclosed by Howard J. Mor- 
gens, vice-president of Procter & Gamble Co., who heads the council’s 
radio committee. 


O’Brien, Mayer Merger Seen; Other Late News 

e The Chicago public relations organizations of Howard G. Mayer & 
Associates and Dale O’Brien Co. will probably merge soon, AA learned 
last week. Mr. O’Brien, who formed his company a year ago, was 
director of public relations and advertising for Encyclopaedia Britan- 
nica for five years and at one time was an account executive in the 
20-year-old Mayer organization. Mayer also has Los Angeles offices. 


e Victor E. Forker, formerly program promotion director of WPIX, 
New York, has been named advertising manager of the station. 


e Sterling Drug, New York, through Dancer-Fitzgerald-Sample, is 
using 638 spot announcements and participations weekly on 93 radio 
stations in 16 major markets to promote Bayer aspirin, in a drive 
which will continue throughout the year. z 


e Albert Plaut, promotion manager for Dorothy Gray Ltd., New York, 
toilet preparations, has also been appointed advertising manager. 


e J. Fred Henry Publications, New York, has reported that circulation 
of Screenland Unit, comprising Screenland and Silver Screen, has in- 
creased more than 32% since the company bought the magazines in 
January, 1949. 


e United States Tobacco Co., New York, has appointed Peter E. Popp, 
previously an assistant account executive with Compton Advertising, 
as a member of the advertising department. 


e Transcast Corp., Boston, specialist in bus radio broadcasting, has 
selected Raymond S. August, formerly treasurer of the Statler Health 
System, as general manager. 


e National Distillers Products Corp., New York, has launched a 
summer campaign for Old Sunny Brook whisky-in 500 newspapers 
covering the West, Midwest and South. Life, Ebony and Our World 
are being used for magazine support. Lawrence Fertig & Co., New 
York, services the account. 


e American Luggage Works, Providence, R. I., has named Reingold | | 


Co., Boston, for advertising of American Tourister luggage. Hirshon- 
Garfield previously serviced the account. 

e Time Inc., New York, reportedly will sell back to Webb & Knapp, 
New York realtor, its property at 270 Madison Ave., bought two years 
ago with plans for the construction of a new Time building. 


e Harold G. Townsend Jr., formerly with the Chicago Tribune, has 
joined the Chicago sales staff of Burke, Kuipers & Mahoney Inc., pub- 
lishers’ representative. 


HAROLD S. JOHNSON 
MILWAUKEE, July 5—Harold 

(Hal) Johnson, 66, former adver- 

tising manager of Blatz Brewing 


Omaha Link Ready Sept. 30 
Omaha, Kansas City, the Twin 

Cities, Ames and Davenport, Ia., 

and Rock Island, Ill, will be 


Co., died yesterday after a long 
illness. Mr. Johnson, who was born 
in Canada, was advertising man- 
ager of the French Lick Springs 
Hotel Co. and of the Wahl-Ever- 
sharp Co., Chicago, before join- 
ing Blatz in 1933 as head of the 
advertising department. He retired 
in May, 1949. 


hooked up with Chicago and east- 
ern cities for TV network service 
Sept. 30, American Telephone & 
Telegraph Co. has announced. 


Display Club Elects Volz 
Lowell R. Volz, manager of the 
display department of Walgreen 
Drug Stores, has been elected pres- 
ident of the Chicago Display Club. 


aa 


Mullins Readies 
‘Revolutionary’ 
New Dishwasher 


Warren, O., July 7—A revolu- 
tionary new type of automatic 
dishwasher will be introduced by 
Mullins Mfg. Corp. Aug. 25 as part 
of its Youngstown Kitchens line. 

Marshall Adams, advertising 
manager, told AA today that Mul- 
lins, its distributors and dealers 
will invest $2,250,000 in magazine 
and newspaper advertising and 
sales promotion to back the new 
Jet-Power dishwasher. 

Ads in trade publications in 
August will announce the prin- 
ciple on which the new appliance 
operates. There will be two mo- 
dels, Mr. Adams said. One is a 
48” electric sink type, the other a 
27” model. 


@ All newspaper advertising will 
be placed by distributors and deal- 
ers. The magazine campaign, han- 
dled by Brooke, Smith, French & 
Dorrance, Cleveland, will open 
with a full-color spread, to be fol- 
lowed by: facing half-pages and 
single-page insertions in color. 

The list includes American 
Home, Better Homes & Gardens, 
Coronet, Farm Journal, Good 
Housekeeping, House Beautiful, 
Household, Ladies’ Home Journal, 
McCall’s, The Saturday Evening 
Post and True Story. House Beau- 
tiful and the SEP will carry the 
first announcement only. 

Some of the ads will promote 
the Jet-Power solely; others will 
stress the dishwasher in promot- 
ing the entire Youngstown line, 
which includes kitchen cabinets 
ahd sinks and an automatic food 
waste disposer. 

Mr. Adams said the bulk of the 
advertising will go into newspa- 
pers “at the local level.” The sales 
approach, he said, will be an en- 
tirely new one, based on research 
into advertising and selling. Dis- 
tributors are now holding an- 
nouncement meetings and next 
month will conduct sales training 
and service meetings. 


a Mullins has a highly unusual 
sales promotion device in the 
works for dealers. It is a scale 
model of the dishwasher that ac- 
tually works. 

About 10” high, this plastic mo- 
del will be used for demonstra- 
tions in stores, and demand for 
it from distributors already is far 
in excess of possible output in the 
near future. 

There is a possibility, AA learn- 
ed, that the scale model itself may 
find a large market of its own, as 
a toy. 


Weintraub’s Halpern Leaves 
to Head Pres-A-Lite Corp. 
Simon A. Hal- 
pern has resigned 
as director of 
copy for William 
H. Weintraub & 
Co., New York, to 
become president 
of the Pres-A- 
Lite Corp., which 
manufactures, 
sells and distri- 
butes the auto- 
matic cigaret dis- 
penser and light- 


Simon Halperin 


er. 
Mr. Halpern was formerly ex- 
ecutive vice-president of L. 
Hartman Co., director of copy at 
Lord & Thomas and an executive 
at Ruthrauff & Ryan. He will con- 
tinue serving on the Weintraub 
plans board. 


GE Promotes Stark 


James F. Stark has been named 
sales manager of the heating de- 
vice division of General Electric 
Co., Bridgeport, Conn. He was for- 
merly sales manager of the fan 
division. 
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Downs Evaluates 
Trade Exhibits 
at NIAA Meeting 


Los ANGELES, July 3—Evalua- 


tion of trade shows, in which there 


has been a growing interest in the 
past year, came in for discussion 
at the Saturday morning session 
of the National Industrial Adver- 
tisers’ convention, here, when 
Charles Downs, show manager of 


NIAA Convention 


the Lamp Department, General 
Electric Co., spoke on “Industry 
Re-evaluates the Trade Show.” 

Declaring that “basically the 
trade exposition is the most power- 
ful promotion medium known to 
man,” he suggested, however, that 
its effectiveness could be improved 
if exhibitors possessed more use- 
ful information about “who” and 
“why” of attendants. 


ws The necessity for this informa- 
tion becomes more important when 
it is recognized that trade ex- 
hibits are the costliest of all sales 
promotion ventures. Some com- 
panies spend as much as 10% of 
the total ad budget on shows, with 
an average of 3.7%, according to 
NIAA studies. Although manage- 
ment today is generally sold on 
the value of trade shows, the fact 
they do take so much of the bud- 
get makes it imperative that proof 
of their sales value be further de- 
veloped, Mr. Downs warned. 

In an effort to develop such 
proof, attendants at four shows 
were asked a list of questions, to 
assay the buying influence of the 
exhibits, Mr. Downs said. At these 
four shows, 38% said the exhibits 
would have an “important in- 
fluence” on their buying in the 
near future; 58% said the exhibits 
would have “some influence.” 

This influence being much high- 
er even than had been hoped for, 


anyw 
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a third question was added after 
the first two shows. Visitors were 
asked whether, as a result of see- 
ing the exhibits at any show, they 
had gone back to their offices and 
actually placed orders for equip- 
ment they had seen on display. 
Sixty-nine per cent said “yes.” 


ws Setting the stage for seven pre- 
sentations of means of getting 
management on the advertising 
team, Schuyler Hopper, president 
of Schuyler Hopper Co., New York, 
gave a progress report, Friday, 
from the committee on effective- 
ness of industrial advertising. He 
said the objectives of the com- 
mittee are to make generally avail- 
able a central bibliography of case 
histories showing effectiveness, to 
stimulate the development and 
collection of case histories for 
study of methodology and results, 
and to serve as a clearing house 
for all interested in the subject. 
Mr. Hopper reported that the 
NIAA campaign addressed to top 
management through the Wall 
Street Journal is going very well. 
He said there is a considerable 
backlog of approved ads designed 
to show management how indus- 
trial advertising can help it do its 
job faster and at lower cost, 
through mechanized selling. He 
announced the series also will run 
in the Portland Journal of Com- 
merce and Steel, with other pub- 
lications indicating interest in run- 


ning it. 


a William K. Beard Jr., presi- 
dent of Associated Busifiess Pub- 
lications, deplored the fact that 
too many advertising budgets still 
depend on the tide of economic 
conditions, with budgets high when 
times are good, low when they are 
not. The solution is that manage- 
ment must be on the team, he said, 
noting that only when management 
understands the function of ad- 
vertising and believes in it, will 
advertising become non-expend- 
able. 

Gene Wedereit, director of ad- 
vertising, Girdler Corp. & Tube 
Turns Inc., Louisville, used a 
staged presentation to dramatize 
the “four freedoms” producing the 
climate essential to productive ad- 
vertising, 

These involve understanding and 
cooperation from management 
which allows the advertising de- 
partment to function without 
handicaps, Mr. Wedereit said. 
Freedom of selection of advertis- 
ing tools means the right 
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BETWEEN SESSIONS—Stopping for a pic- 
ture at the National Industrial Advertisers 
Assn. convention are A. R. Tofte (left), 
manager of the advertising and industrial 
press department of Allis. Chalmers Mfg. 
Co., and Robert Hitchens, NIAA publicity: 


to choose media on their merit 
without interference from manage- 
ment or sales departments. 

Freedom of movement—the free- 
dom to go into the field when 
necessary—is necessary to keep up 
with developments in the industry. 
Freedom of association—the right 
to discuss matters with anyone in 
the organization, including the 
president—is necessary to gain 
mutual confidence, and the free 
exchange of ideas and knowledge 
necessary to planning and execut- 
ing effective advertising. Free- 
dom of inquiry analysis is im- 
portant because it presents one of 
the most tangible means of check- 
ing advertising effectiveness, This 
enables following them through 
the company in all its departments, 
to obtain necessary information to 
guide in establishing advertising 
effectiveness. 


a Chairman of a panel of speakers 
on President’s Day was Robert A. 
Joyce, director of advertising, Au- 
tomatic Sprinkler Corp. of Amer- 
ica, Philadelphia. Lashing out at 
what he says is a “retreat from 
freedom,” Wm. C. Mullendore, 
president, Southern California 
Edison Co., asserted the present 
trends toward government regula- 
tion are a clear and present danger 
to freedom of speech, freedom of 
press, and the right to petition for 
redress. 

He said the present congression- 
al investigation of lobbying out- 
side of Washington is a good ex- 
ample. This committee, he said, is 
reviewing all efforts directed to- 
ward influencing public opinion, 
and regulation is being considered 
which could include advertising. 

William E. Umstattd, president 
of Timken Roller Bearing Co., 
Canton, O., declared it is the duty 
of all persons of substance and in- 
tegrity in their community to tell 
the story of our “profit and loss” 
economy, a term he prefers in 
place of free enterprise. His com- 
pany is conducting a continuing, 
daily campaign which tells the 
story of our economic system and 
what makes it great, and also pro- 
vides information about Timken. 


e “An advertising program must 
be considered on a basis similar to 
an investment in the plant for 
new facilities or for product re- 
search or development,” said 
Charles Lukens Huston Jr., presi- 
dent of Lukens Steel Co., in out- 
lining what management expects 
from advertising. He advocated 
the use of proved consumer tech- 
niques in industrial advertising, 
declaring it gives a more tangible 
means of measurement than is gen- 
erally expected of industrial ad- 
vertising. 

Explaining the application of 
consumer advertising technique 
(Lukens uses national and trade 
publications, direct mail, product 
literature, house organs, advertis- 
ing novelties, and point of pur- 
chase), Mr. Lukens said the im- 
portance of point of purchase is 
frequently overlooked in industrial 
marketing, particularly in the cap- 
ital goods field. The point of sale 


is where the product and company 
should be shown in their true light, 
and the dealers should be helped, 
he asserted. The company is also 
making available a number of mer- 
chandising and technical services 
“similar to those which consumer 
goods producers make available 
to retail outlets.” These include 
commercial research, technical 
services, and marketing service 
with the major function of help- 
ing dealers with their distribution 
problems. 


@ Straight selling of a product 
without too strong an emphasis on 
the superiority of your company’s 
product will make more sales for 
everyone in your industry, claimed 
J. F. Apsey Jr., advertising man- 
ager of Black & Decker Mfg. Co., 
Towson, Md. He advocated the 
writing of ads which could be 
signed by any competitor making 
a similar product. 

Prospective buyers are not in- 
terested in the individual claims of 
a company for its product, he said. 
All the buyer wants to know is 
that a particular product will do 
a better job and cut costs. If manu- 
facturers stick to telling what the 
product will do, all in the field 
will sell more, and the volume of 
business each company gets will 
depend on its products, reputation 
and distribution, Mr. Apsey said. 

Principal speaker at the “Cana- 
da Day” luncheon was O. H. Bar- 
rett, assistant to the president of 
Goodyear Tire & Rubber Co. of 
Canada, Pointing out the close re- 
lationship between Canada and the 
U. S. in terms of economics and 
peoples, Mr. Barrett emphasized 
the importance of mutual under- 
standing. He also said that recently 
lowered tariffs of both countries 
have lifted or modified restrictions 
on trade, and “a greater opportuni- 
ty for American business in Cana- 
da exists today than ever before.” 


a If advertising is to be accepted 
by management, advertising pro- 
grams should be planned in terms 
of two to four years ahead, in the 
Same manner as are over-all com- 
pany operations, said Edward E. 
Beauchamp Jr., Lane Wells Co., 
Los Angeles. This type of planning 
will impress on management that 
advertising is a part of the team, 
rather than an unrelated activity 
working alone. As an example, he 
told how his company had planned 
a campaign and worked it out 
over a period of four years. It 
was for a new product, and the 
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program involved the preparatiogijers pre 
of a textbook covering the newsiyncheor 
principles and techniques concernd—igas Mo 
ed, and the execution of a training§pjomb 1 
program, for company personnel, fijs just- 
As a sidelight Mr. Beauchampiy natio 
reported successful use of out-§@f the 6 
door posters for an oil industryfigg the . 
product. After two years, a survey 
revealed that 69% of the com<fg The 
pany’s customers recalled havingfgnventi 
seen a poster ad at a time whepijiscussio 
they needed the product adver. to the i 
tised. po clear 
agreeme 

@ A good handbook, offered fregfyses, an: 
in all advertising, will producefe expl 
substantial, measurable sales re-{presiden’ 
sults, said Robert D. Towne, vice-fasserted 
president of W. L. Towne Adver-§greatest 
tising, New York. Use of such anfin the h 
offer (1) proves the ad’s effectivedman m 
ness; (2) shows, by the quantitykome m: 
and quality of inquiries, that théetheir pr 


media used are being read by théfyision, a 
right people; (3) provides leadgfyze the : 
through screening of inquiries, forfects the 


ermine © 
o advan 


new business and doubles the ef. 
fectiveness of the salesman’s firs 
call; (4) satisfies salesmen; (5)} Depart 
provides a flood of complimentshour den 
for the sales department; and (6)fvision sh 
makes the handbook work foriirection 
years. president 

Discussing screening of inquiriesNational 
Mr. Towne said this is a job for§ntroduct 
the advertising department. Itbointed o 
should be controlled so that at. S. Ste 
least half the screened inquirieshn effecti 
are worth the salesman’s effortJic relatic 
At the same time, he warnedWision, v 
against over-selling the import-pact, can 
ance of mere inquiries to manage-fmore res' 


ment. The one most important ob-j Mr. Str 
jective of advertising is its effecthelevision 
upon the man who doesn’t botherport of t! 
to send an inquiry. AA, Ma 


Aside from that, once an inquiry 
has been classified as a prospect/sCHARLE 
the job of converting him into a) new y 
customer is more a measure of the}jammon 
effectiveness of the sales programbharge of 
than it is of the advertising pro-}ion was 
gram. 


Sales Presentation Award we 
announced by Kenneth J. Bayer o! 
Oakleigh R. French & Associate: 
First place went to Textile Worldj,; 
honorable mention on an equ 
basis, to Diesel Progress, Industri 
Equipment News, and Excavatin 
Engineer. Mr. Bayer said that o 
the 80 publications now prepari 
acceptable presentations, 33 en-+4: 
tered the competition. 


attendance award for most mem- —. 
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itiogfpers present at the convention. The 
newsyncheon speaker on Saturday 
ermsgwas Morris Pendleton, president, 
ning§pliomb Tool Co., who reported on 
el, “Pjis just-completed tour of centers 
g@ national defense as a member 
g@ the 60-member group complet- 
ing the Joint Civilian Orientation. 


s The concluding session of the 
jnvention was concerned with a 
iscussion of what television means 
io the industrial advertiser, with 
po clear cut picture emerging, but 
agreement that there are possible 
freefyses, and that the medium should 
ducefje explored. H. Leslie Hoffman, 

re-§president, Hoffman Radio Corp., 
yicesEgsserted that television is the 
ver-igreatest advertising and seling tool 
h ansin the history of man. Mr. Hoff- 
tivelman maintained that although 
ntityisome may feel they cannot sell 
théitheir product or service on tele- 
’ thélvision, all advertisers should anal- 
2adsfyze the medium to see how it af- 
, fotifects their business, and then de- 
: efftermine whether it can be utilized 
firsifo advantage. 

(5)f Departing from addresses, a full- 
ientshour demonstration of a live tele- 
(6)Wision show was presented under 
forfiirection of Sidney Strotz, vice- 
president of the western division, 
riesNational Broadcasting Co. In his 
| forgntroductory remarks, Mr. Strotz 

Ithointed out that such companies as 
t att. S. Steel have used radio to do 
iriesfin effective selling job in the pub- 
fortjic relations sphere, and that tele- 
rnedwision, with its far greater im- 
ort-hact, can be used to do an even 
age-more resultful job. 
ob-§ Mr. Strotz based his remarks on 
ffectelevision’s effectiveness on a re- 
therport of the Hofstra College study 
(AA, May 8). 


uiry 
— CHARLES P. HAMMOND 


to 4) New York, July 5—Charles P. 
f thefiammond, NBC vice-president in 
‘TamMicharge of advertising and promo- 
PrO-Fion, was found dead last week in 
is car on a hilltop a mile from his 
_ thome in Chappapqua, N. Y. Police 
dayiBittributed the death to carbon 
onoxide poisoning. 

Mr. Hammond, who was 41, had 
n with NBC since 1943 and a 
ice-president since 1947. He was 
irector of advertising and promo- 
ion before he advanced to vice- 
resident in charge of the depart- 
ent. 

Born in New York, he was grad- 
ated from Cornell University. His 
irst jobs were in the editorial de- 
artments of the New York World, 
ew York Post and Literary Digest. 
n 1941 he was named director of 
—Bdvertising of the Bureau of Ad- 
vertising of the American Pub- 
fishers’ Association. 


, BRUCE COLEPAUGH 
VALLEY STREAM, N, Y., July 3— 
Bruce Colepaugh, 55, national ad- 
vertising manager of Newsday, 
Long Island daily, died here yes- 
Eyperday. He had been ill for two 
months. Mr. Colepaugh had been 


The Eye and Ear Department 


With television sponsored in some cities and not in others, a 
number of viewers find some mystifying things happening on 
their TV screens. One hears of these things, but they must be 
seen to be believed. 

This correspondent, for example, picked up one of his favor- 
ite TV programs—“Author Meets the Critics’—in a friend’s 
house in suburban Philadelphia. Suave John McCaffrey, emcee- 
ing the hassle among the author and one critic pro and one 
critic con, at one point in the program remarks, “And now 
there’s something important we’d like you to know.” There is 
a moment’s silence, during which John looks helplessly at the 
camera and then suddenly launches into a number of critical 
comments about the book in discussion, as selected from various 
book reviews in different cities. When he finishes this, he 
pauses again, looking at the hapless author and his critics as 
if expecting them to pick up the ball. When they don’t, he just 
as suddenly launches into the general proceedings once again. 

This sort of thing happens three times during the program— 
and each time, unless you realize what is taking place in some 
other city, you wonder if it’s lapse of memory, indigestion or a 
painful realization by John that his garter has dropped and is 
being televised into 500,000 homes. 

Unless and until some shrewd Philadelphia advertiser picks 
up this excellent program, it might be advisable to have some- 
body crack a joke at these points, so that the commercial— 
where used—can cut in over the laughter (if any). Or John 
might give the appropriate cue, and have the author or his 
critics carry on the conversation without the mystifying silence 
into which all four so inexplicably freeze. 

As it is, folks in the Quaker City who view this highly inter- 
esting program are beginning to wonder whether it’s their 
hearing, their TV set or McCaffrey that’s gone haywire. After 
all, Philadelphians aren’t as hep to these things as Chicagoans 
or even New Yorkers. Doesn’t seem fair to take advantage of 


Women’s Adclub Elects 


Virginia Kraus Dell, of St. 
Petersburg Printing Co., has been 
elected president of the Women’s 
Advertising Club of St. Petersburg, 
Fla. Other officers are: Emily Nel- 
son, Florida Power Corp., vice- 
president; Trudy Hayden, Ace 
Signs Inc., secretary; Florence 
Hockwait, Griffith-McCarthy Ad- 
vertising Agency, corresponding 
secretary, and Amy Bravo, Eve- 
ning Independent, treasurer. 


To Gilman, Nicoll’ & Ruthman 
Gilman, Nicoll & Ruthman, San 
Francisco, publishers’ represen- 
tative, has been appointed to rep- 
resent the Times & News Leader, 
San Mateo, Cal. Richard E. Hogan, 
formerly with Batten, Barton, 
Durstine & Osborn, has joined the 
sales staff of the representative. 


Crosley Appoints Young 

Varley P. Young has been ap- 
pointed to the public relations staff 
of Crosley division of Avco Mfg. 
Corp., Cincinnati, as counsel on 
special events. 
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Pressed Steel Names Agency 


Albert Frank-Guenther Law, 
New York, has been named by 
Pressed Steel Car Co. to handle the 
promotion of its freight cars, for 
the milk can washing equipment of 
its Rice & Adams division, and for 
the milk can and allied product ad- 
vertising of its Solar-Sturges divi- 
sion. 


Best Foods Enters TV 

Best Foods Inc., New York, will 
sponsor a 30-minute telecast fea- 
turing Betty Furness, starting 
Sept. 15 at 10 p.m., EDT, over 
ABC-TV. Time for Shinola and 
Rit was bought through Earle Lud- 
gin & Co., Chicago. 


JOHN L. ROGERS 


Free Lance Copy 


Service now extended to out-of-town agencies 
and advertisers. Write for free monthly bulletin 
giving details and rates. 
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55,943 out of 60,544 Top Production Men 


Aashed for Se! 


ASKED, THAT IS, FOR INDUSTRIAL EQUIPMENT NEWS 


them like this. 


employed by the Brooklyn Times, 
Brooklyn Eagle and the Nassau 
Daily Review-Star before joining 
Newsday eight years ago. 


ROBERT H. CARY 

Des Mornes, July 5—Robert H. 
Cary, 66, head of R. H. Cary Inc., 
Des Moines agency, died at Iowa 
Methodist Hospital here yesterday 
after a long illness. He had been in 
the advertising field 25 years. 


HERMAN BESS 

PATERSON, N. J., July 3—Herman 
Bess, sales vice-president of Sta- 
tion WPAT, was found dead in the 
basement of his Newark home here 
last week. Police reported four jets 
of a gas stove were open. 

Well known in New York radio 
circles for a quarter of a century, 
Mr. Bess joined WPAT in Septem- 
ber, 1949. He was general manager 
of WLIB, New York, before trans- 
ferring to the Paterson station. 

He started his radio career as a 
salesman with the old WODA, 
Paterson, which he left to join the 
old WAAM, Newark. Later he di- 
rected sales for WNEW and 
WMCA, both in New York. 


ALFRED SCHINDLER 
New York, July 3—Alfred 
Schindler, 83, national represent- 


ative for Surface Transportation 


Advertising Inc., died at his home 
here yesterday. 

For many years an executive of 
the Barron-Collier Corp., Mr. 
Schindler had been in the adver- 
tising field since 1891. 


GE Appoints Carder 


Clyde D. Carder, formerly edi- 
tor of “The Lampmaker,” employe 
publication of the lamp depart- 
ment, General Electric Co., has 
been transferred, effective July 17 
to the employe relations division of 
the GE executive department, with 
headquarters in New York. He will 
be engaged in coordinating the edi- 
torial activities of 20 GE employe 
publications having a total circula- 
tion of over 150,000. 


ABC Signs Bob Garred 


Bob Garred, West Coast news- 
easter, has signed a seven-year 
radio-TV contract with American 
Broadcasting Co. Mr. Garred’s 
earnings will vary from $20,000 
to $40,000 annually, depending on 
the amount of commercial time 
sold. He will be heard in 18 news- 
casts weekly, over 45 coast and 
mountain states stations. 


Chamberlain to ‘El Diario’ 


J. B. Chamberlain, formerly with} | 


the New York Post as real estate 
editor, has joined El Diario de 
Nueva York, New York’s Spanish 
daily, as classified advertising di- 
rector. 


AND THAT'S WHERE YOUR OPPORTUNITY COMES IN 


It is important to you that 55,943 operating, engineering and pro- 
duction men in the top plants of every industry requested Industrial 
Equipment News. 

For the fact that they asked for it means they are alert men who 
must know “what’s new” in industrial equipment. They are on top 
of their jobs, and intend to stay there. 

Your opportunity comes in the fact that these top operating men 
look through IEN month after month, searching for product news 
and information. The standard one-ninth page here has all the impact 
of much larger space, and the advantage of being next to editorial. 
The cost is $110 to $120. For more information, send for The IEN 
Plan. . 


Controlled Total 
Circulation CCAl Distribution 
60,544 65,170 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 
461 8th AVENUE, NEW YORK 1, N.Y. 


OY TE CN a a ~ 
GE EOS: Tee ead Pe 
MO sae penis Gy a Be. 
i 


Reached $154,908,076 During 1949 


This figure represents a per capita expenditure of 
$1,860.00 which ranks Rockford 25¢h in the nation 
according to the Sales Management 1950 Survey of 
Buying Power. 
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Thabino Zone 977,894 
ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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Approved method to get retailers 


to push your line- 


LACK of a strong consumer franchise is shutting 
the doors of retailers to some salesmen. 
Retailers are not interested in stocking and 
pushing brands which their customers are not 
interested in buying. 


Today's accentuated pattern in selling—fewer 
brands per classification per store, increasing 
reliance on self-service, cost-heightened 
pressure for store volume—exposes the in- 
adequacy of token or background advertising. 


Advertising today must be planned and used 
to build a consumer franchise—enjoyment of 
an important share of the day-in and day-out 
repeat buying by consumers relatively 
undisturbed by competition. With little personal 
selling by retailers in the store, the critical 
stage of selling has moved out of the store. 
Today’s advertising job is to sell the consumer 
in the home before she goes to the store. 


To meet the situation the Chicago Tribune has 
developed a sound procedure that can build 
a consumer franchise for your brand that 
can get it stocked and pushed by retailers. 


Based on a first-hand knowledge of selling 
conditions in Chicago, the Tribune plan earns 


4 


The Chicago Tribune 
| Consumer-Franchise Plan 


larger retail inventories, better store displays 
and faster turnover. It gets greater results 

from sales work. It gives you the benefit of the 
retailers’ own promotion. It can produce 
immediate high volume. It can give you the strong 
market position you want as a base for 
expansion and company progress. 


Proved in Chicago, the plan can be employed 
in other markets. It works in the big unit 
field as well as in packaged goods lines. By 
constructing a consumer franchise for your 
brand, it gives substance and significance to 
your dealer franchise plan. 


Here is the kind of a program that makes 
sense today. A Tribune representative will be 
glad to tell you how it can be applied in 
your business. Ask him to call. Do it now while 
the matter is fresh in your mind. 


Chicago Tribune 


WORLD'S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES: 


A. W. Dreier, 1333 Tribune Tower, Chicago 11; 

E. P. Struhsacker, 220 E. 42nd St., New York City 17; 

W. E. Bates, Penobscot Bidg., Detroit 26; 

Fitzpatrick & Chamberlin, 155 Montgomery St., 

San Francisco 4; also, 1127 Wilshire Bivd., Los Angeles 17 
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